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Merchandising in Wartime 


Refrigeration 1942 


HIS year we will not have to wait until next January to 

get the production picture on refrigeration. Manufactur- 

ers stopped production on the 30th of April and the news 
is about all in. A recent government statement accompanying 
price regulation 110 on distributor and retail resale of new 
refrigerators gives some pretty close estimates. According to 
this, 637,000 units are expected to be frozen in the hands of 
manufacturers to be rationed by the War Production Board for 
the use of Army, Navy, Maritime Commission, Panama Canal 
Zone and defense projects. This quantity will be sold direct by 
manufacturers—iistributors and retailers will have no hand in 
any of the transactions. And, of course, this is not a procedure 
without precedent, since in the past government orders have 
been placed direct. 


But a million refrigerators will, according to this government 
estimate, be handled this year through distributor-retailer 
channels. This million is made up of an estimated 700,000 
which were in inventory January 1, 1942, and some 300,000 
which were built under the January and February curtailment 
orders. These are new refrigerators, and take no account of 
the estimated more than 600,000 second-hand jobs that are in 
the market. 


Demand, of course, is far in excess of the million available. 
\lready stocks have been greatly depleted if the rate of sale 
which we get from some districts of the country is national. 
Prices are frozen, which is a good thing. With the rise in pur- 
chasing power and the popularity of the product, it is not hard 
to believe that sales for 1942 could have easily surpassed the 
three-and-a-half million reported for last year. 


Therefore we will have three families in the market for 
every one refrigerator available. If the lid on prices were off, 
this would mean such a bidding for the available supply that 
would have sent prices out of sight . . . the resulting immediate 
profit to a few distributors and retail outlets would be more 
than offset by a long term loss of good will by purchasers 
who felt that they had been gypped. As it stands, there will be 
several million families with the money to buy a refrigerator 
unable to obtain one because even with the second-hand supply 


we can only partially meet the demand. This is the start of an 
accumulation of consumer demand which more and more 
between now and the end of the war, will build up a vast 
reservoir of post war business. 


Who Will Service? 


A the question of service continues to occupy the spotlight 
and action on the problem is accelerated, the question is 
being widely raised as to what type of business is going to per- 
form the service function. 


\s usual, the trade becomes excited over whether or not the 
large units—department stores particularly—are going to domi- 
nate the field. The independent electrical dealer is worrying 
whether or not these large units may take such an amount of 
available service business that he will be unable to compete. 


I'd like to put in a word on this service question to the effect 
that service has always been pretty much a neighborhood or 
local matter. The purchaser will travel a considerable distance 
from the outskirts of a city to the shopping center to buy major 
appliances, or from a small town to a larger one, but when any- 
thing goes wrong with the equipment, is inclined to call in a 
local man. Market studies made in the past have shown this 
very clearly, but in the present situation the distance element 
is more important than ever before. To be handled right service 
charges must be put on a basis of time. The service charge will 
have to be made for time and transportation with a consequent 
advantage to the neighborhood or local dealer, for because he 
is around the corner, the time charged will be spent on the job 
and not on travelling to and from the job. Furthermore, the 
rubber tire situation enters into any job that has to be picked 
up and delivered. Of course, if the local man is incompetent he 
will be out of the picture, anyway. But if he is competent, he 
has little to fear from his big competitor at a distance. 
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S H THY Bus SS WAIT 
HERE'S A EALTHY USINESS AITING IN 
By Laurence Wray 
7 i 
Lamp replacements can once more be a rent-paying item 
if you get in on the ground floor o i 
you get the g d floor of fluorescent business 
ava! 
som 
S the wheels of appliance produc descent rhat is, not for selling the potential of $1,500 or more is made dealers are looking around for new ness 
tion grind slowly to a virtual replacement market where the original up of 84 fluorescent lamps, 40 starters ways of keeping their establishments thin 
stop, dealers and distributors — selling job on the fluorescent idea has and the lamp checker for a net price going, it may not be amiss to point cent 
are casting anxious eyes on new mer already been done and the fixtures of $72.35 and a profit of $35.95. Both out that those who are getting in on the 
chanding horizons in an effort to are installed. deals, of course, have the lamp checker the ground floor now in this replace- for 
fill their emptying shelves. Before No big investment is necessary to included in them which becomes the ment business stand a good chance of 
tackling the uncharted waters of new get into the business, either. General dealer’s property. This lamp checker cashing in on an even greater fluo- ( 
lines, however, they would do well to Electric and Westinghouse, for in- sells to the dealer for $12.40 and a_ rescent lamp business after the war 
investigate the possibilities of a new stance, supply Mazda fluorescent lamps photograph of one is included with is over. Starting now, in a small 
but familiar field—fluorescent lighting m regular lamp contracts with all the — this article. way, is to get a feel of the business A 
replacements advantages of no investment in stock, This same manufacturer’s plan as- without risking a lot of money. Even- to | 
Those dealers and contractors who no risk of losses and an adequate stock sures the dealer exclusive representa- tually, when fixtures again become repl 
have been in business a long time will to supply the demand. Another manu- _ tion in his territory, a sales promotion Ing 
remember that in the early days of facturer, Hygrade Sylvania, Las acom- and direct mail campaign—directed to lam, 
incandescent lighting, the sale of lamp plete plan for the dealer to get him prospects whose names the dealer sup- spec 
bulbs—before the drug store, the started. He can take his choice of — plies—booklets, folders and other sales by t 
grocery store and the five-and-ten one deal which gives him a stock helps, complete technical advice and Elec 
uscled in on the business—provided assortment of 40 different types of equipment to aid in selling and servic- kits 
1 steady bread-and-butter item. They fluorescent lamps, 20 starters and one ing fluorescent and even an offer of stan 
aid the rent” and were incidental lamp checker (similar to the radio your money back if you are not satis- dise 
acting plenty traffic to the tube checker but smaller in size so fied with the results in-six months! drut 
which resulted in the sale of that it may be carried around from In addition, there are floor and win- or 
é erchand place to place) all for $41.69 on which dow displays and store signs to identify men 
Fluorescent lig g has only passe he realizes a profit of $16.91 This the dealer with the public as fluorescent simj 
birthda But in tha le w the retailer who has a_ replacement headquarters. cust 
‘ ‘ 35,000,000 flu sales potential of $600 or more Che \part from the attractiveness of this A 
t la er ld | second deal, for retailers with sales new business in a time of stress when stall 
Au xture p clin 
i Ince WPB u sour 
; : The 
¢ 1942 5 trail 
° Thi: 
1 nares cn ET whi 
j Bu r emai eo than 
it t isl - The 
’ ‘ amb of k 
wea ‘ : fluo: 
; ABOVE . . . General Electric has dealer dis- 
pia las a play to help in the sale of fluorescent re- eee 
placements. Space is provided between the pie 
if planes of the display piece to insert a im] 
‘ Lile fluorescent fixture. When this is lighted, it ugg 
f ! ‘ reflects through the lettering on the front. sour 
la Bi 
, Musi 
\ 1a h hou 
é } vackgrot ver 
‘ fly ¢ nd 
99 . LEFT . . .This fluorescent lamp tester is simi- 
piact ‘ Ica lar to a radio tube tester. It is manufac- oF 
N knowledg tured by the Hygrade Lamp Company and 1an 
nuoresce g g and e sells for $12.50. It's convenient size makes ile 
! wt lamps and fix it possible to carry it along on visits to your 
é lan with i prospects with fluorescent installations. 
ELE 
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available and the dealer has obtained 
some practical experience in the busi- 
ness, it is possible to expand. One 
thing he can be sure of—the fluores- 
cent business will be expanding all 


markets 


t 
I 
the time and creating new 
for replacements. 


Getting the Business From 
Scratch 


Alert dealers have already begun 
to get their feet wet in fluorescent 
replacement business by simply stock- 
ing various sizes and wattages of 
lamps. These may be displayed in a 
special type lamp merchandiser put out 
by the manufacturers such as General 
Electric or Westinghouse or in wire 
kits which fasten to the side of the 
standard incandescent lamp merchan- 
diser. There is no attempt here to 
drum up business or build up a list 
of prospects for continual replace- 
ments as conditions warrant. It is 
simply a walk-in lamp sale where the 
customer knows what he wants. 

A lot of customers who have in- 
stalled fluorescent, however, are in- 
clined to look on these new light 
sources as being a little mysterious. 
They have an idea that it takes a 
trained service man to install them. 
This same thinking applies to starters 
which are actually no harder to install 
than replacing an incandescent lamp. 
rhe dealer may capitalize on this lack 
‘f knowledge of the characteristics of 
fluorescent and contract to sell and 
nstall any 
ee necessary. 


replacements which may 
Or, he can explain the 
imple installation to the customer and 
uggest his own place of business as a 
yurce of replacement units. 

3ut while this walk-in replacement 
tusiness is all right as a starter, it 
hould be borne in mind that the 
verage owner of fluorescent fixtures 
nd lamps is not familiar with any 
uurces of replacement parts other 
ian the outfit which made the original 
ue to him. Your store may be 
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Replacement Market—Cyclorama Room in the Grosvenor Library, 
Buffalo, N. Y.—I17 fixtures each with two 100 watt fluorescent lamps. 


centrally located to take care of a lot 
of replacement business. All that is 
needed is a good window and floor dis 
play, advertising and a 
direct mail campaign to prospects to 
let them know that you are in the 
business. 


some local 


Electric, for instance, has 
just issued a new and colorful fluo- 
rescent lamp display for dealers which 
holds five different size and wattage 


General 


F lamps and with space between the 
two planes so that a fixture may be 
displayed (see cut). With the fix- 
ture in operation, a light is cast on 
the back plane and, at the same time, 
cause the word FLUORESCENT to glow 
on the front plane 

General Electric reports, too, that in 
the last six months the sales of fluo 
rescent lamps for replacement have 
increased sharply and that more deal- 
ers are stocking fluorescent along with 
regular incandescent sizes. Renewal 
sales of incandescent 
normal 


90 percent of total sales in 


times; yet last year fluorescent re- 
placements ran around 25 to 30 percent 
of toal sales of F lamps and, in 1942, 


are expected to be about 40 percent. 


Fluorescent Lamp Mortality 


Most fluorescent lamps are rated at 
an “average laboratory life” of 2,500 
hours. A lot of confusion has arisen 
over this long lamp life because most 
customers believe that all his lamps 


1942 


should last precisely 2,500 hours. 
Actually, half of his lamps will have 
burned out before the 2,500 mark is 
reached, even if his burning conditions 
are as accurately controlled and tested 
as they are in the laboratories of the 
manufacturers. These test conditions 
for lamp operation include accurate 


control of the lamp current, lamp 


voltage, operating temperature, and 

ply to a burning schedule on which 
the lamps are turned off for ten min 
utes during every four hours of burn 
ing time. It is unreasonable to expect, 
therefore, that the same average life 
performance would be maintained 
under all sorts of operating conditions. 
More frequent turning on and off of 
the lamp decreases the life span; defec- 
tive starters also cut down the rated 
hours of the lamp; improper ballast 
equipment can also have an adverse 
effect on lamp life. 

Some knowledge of these character 
istics of fluorescent will be found im 
intelligent 


selling. 


portant in the 


approach 
o replacement If the cus 


tomer, for instance, feels that his 
lamps have burned out far in advance 


f what 


he considers to be their rated 
life of 2,500 hours, then he will feel 
that he is entitled to some free replace- 
ments. Looking for possible trouble 
such as the faulty starter, improper 
ballast, improper line voltage for the 
voltage rating of the lamp installed, 
will do much to correct these misap- 
prehensions on the part of the cus- 


tomer \ 
fluorescent lamp performance and con 


simple understanding of 
struction is not difficult to come by: 
General Electric, Hygrade and ‘Vest- 
inghouse all publish simple data books 
and technical information to help the 
dealer to a groundwork knowledge of 
the subject. 


Your Replacement Prospects 


The principal prospects for F lamp 
replacements for the dealer lie close to 
home. Innumerable 
type and variety 
fixtures ; 


stores of every 
have installed fluo- 
rescent offices, libraries, 
workshops, garages, small plants—all 
are in the market for replacements. 
Big factory installations where thou- 
sands of have been installed 
normal replacement 


market because these fixtures are usu- 


lamps 
are out of the 
ally serviced on a contract basis. Some 
of these big plants have their own 
maintenance men on the job and have 
even bought fluorescent lamp testing 
mentioned 
previously, to keep a constant check 


equipment such as was 


on lamp performance and rated output 
of foot-candles. 

The smaller installations, while 
utilizing less fixtures, are more numer 


ous and their aggregate in any com- 
munity should provide a steady flow 
of replacement business for the dealer 
/pportunity 
himself with 


who realizes the excellent 
and actively identifies 


the business. 
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Lf Youre Planning To Add Furniture 
HERES A HINT 


Available Lines Work In Nicely With Appliances 





Pitterpattering through the 52-acre floor 
space that comprises the American Furni- 
ture Mart in search of news, Miss Ruth 
Hammond has taken a peek at nearly every- 
"Sell your cus- 
tomers something in better taste than they 
would ordinarily buy,” she advises electrical 
dealers. ‘Here is why: They have children 
that read magazines, visit other girls’ homes. 
The child quickly learns, even if the mother 


thing there is in furniture. 


doesn't, when their own furniture is boraxy 
or is in bad taste. Sell the mother what 
she should have and you will have a long 
grateful customer.” 
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As a quick guide to the better undet 
standing of the furniture business 
ELECTRICA! MERCHANDISING la 
talked to some authorities and dealers 
who have made a go of it. They say 

important, first of all, to under 


stand what sort of customer the appli- 
ance dealer is going to encounter in 

furniture selling and what this 
prospect’s needs are 


You can put down the typical buyer 
as an individual making between $25 
and $50 a week. He may be a farmer 

led with boom harvest money He 
may be a worker in one of the defense 
industries who has rolled into tow 
and must start from scratch, or he 
t fa “tory } 1 1 yar} fle | 
we t emem De that 
migration in American history has just 


taken place and new people are all 
ver the pla , wl nee 


ters. There are a lot of defense houses 

be filled. In fact, it is expected 
1942 that 125,000 houses will be 
.% : 


yuilt by the government and three or 
four times that many by private 
industry 

Most of these defense houses are 
tiny, cost less than $6,000 apiece. 


When the idea of fitting them out with 
furniture first came up it was thought 
by the authorities that small scale fur- 
niture should be the thing. However. 
he occupants resisted \ working 
man wants a big sofa for instance, 
one that is large enough for one to 
sleep on. This is largely true of this 
$25 to $50 a week group People 
want functional stuff that can take 
care of a big familv For example, 
one of the popular dining room tables 
selling to this group is a drop leaf 
ainst the wall 
can be spread out to seat twelve 
No use talking twin beds to these 
Man and wife sleep together 
and a double bed takes up less room. 
On the other hand, the wife will de- 
re a dressing table even though it 
s not as practical as a chest of 


drawers. 


iffair that can go up ag 


people 


Their taste leans naturally to borax 
furniture, the sort of stuff with water- 
fronts. While linoleum rugs might 





be better in a small house with a lot 
| kids, nevertheless the wife will 
‘ n the living room and bed rooms 





gular rugs because they are a sign 
id she wants a few touches 

ind there. Modern furniture does 
not seem to click with this group 
page 40) 


(Please turn to 


RUTH HAMMOND SUGGESTS THESE TYPES 
OF FURNITURE FOR LOW INCOME GROUPS 





As shown in the American Furniture Mart > 


Photos on this page by Grignon's, American Furniture Mart 


PAGE 6 








This three-piece sectional sofa appeals to our low income group. In the first place it 
is big enough so that the man of the house can throw himself down for a rest. When 
company comes it can be broken up and used as chairs, if desired. Note the rug on 
the floor. This income group likes rugs because they are indicative of luxury. 





This living room-dining room grouping is especially desirable for use in a tiny room. 
It doesn't take up much space and yet the table can be opened up to take care of a 
large group. See the coffee set. To low income groups, this is pure swank. It is easy 
to set up a display like this and it gives the customer ideas of how she can arrange 
her own home. 


Oddly enough, the $25 to $50 a week family will buy modern for the bedroom, she says. 
Curtains, lamps and bedspreads will sell the suite quicker than anything else. Women 
like @ flossy dressing table, too. 
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The firm has only been in Morris, Ill, two years but 
already has a good location and display. 


‘its Into 


ORRIS, Illinois, is as rural as 
a churnful of buttermilk. A 
sleepy little town, its 5,553 

since Abraham  Lincoln’s 
day, have sat around in flat bottom 
chairs that cut permanent nonskid re- 
treads on the inhabitants. Every year 
since the coming of cement roads a 


dwellers 


larger amount of business has been di- 
verted each year to nearby Joliet (pop. 
42,993) and Streator (pop. 14,728) 

It took a shrewd man to see oppor 
tunity here and discover how to halt 
the trend. Two years ago Joseph P. 
Haughtigan, who was in Gibson’s in 
Joliet, and F. L. Bond felt that Morris 
was a good spot to start a homefur- 
nishings and major appliance store. 
They felt that by having a selection of 
merchandise, with aggressive methods 
they could halt the hegira of trading 
to the two nearby towns 

So the doors of the Golden Rule 
Store were swung open, with a display 
of Zenith radios, Kelvinator refriger- 
ators, Coleman heaters, furniture and 
floor coverings. As it became harder 
to get appliances, the firm added more 
and more furniture until the place was 
almost stacked to the ceiling. 

In sales technique, it pursued the 
same aggressive selling with furniture 
as it had used with appliances. The 
firm’s salesman and whichever partner 
was aiding him carried free bottles of 
furniture polish. These were offered 
from house to house largely to get a 
chance to talk to the madam and to find 
out just what she needed in the way of 
‘urniture, 


“You would be surprised at how 


House to house calls with a free bottle of furniture polish 
is @ great way of finding out what the family expects to 


buy in the furniture line. 


RNITURE 


pecialty Selling M 


It's Just a Case of "Move Over" in Morris, Illinois 


furniture opens up the horizon to a lot 
says Mr. Haughtigan. “Any 
woman is thinking of getting some- 
thing, I don’t care what. The offer of 
a car to whisk her down to the store, 
or the offer to call back and take her 
and her husband down in the evening 


of needs,” 


is a service that appeals to a lot of 
folks, particularly in these days of tire 
shortages. The deal is often buttoned 
up before the old fashioned furniture 
store—the kind of fellows that run 
around with feather dusters in their 
hands, or who are undertakers at heart 
—ever hear of the deal. Furniture fits 
in naturally into the technique of appli- 
ance selling and will go a long way in 
this direction before the war is over.” 

From the start the Golden Rule 
Store made an astonishing success of 
its appliances, particularly Coleman 
oil heaters. The firm sold and installed 
117 oil heaters from August 15 to Feb- 
ruary 5, Of this number, not one was 
returned and the house had to go back 
and adjust the dampers on only ten or 
twelve deals. The firm’s one outside 
salesman sold 62 heaters all by himself, 

“The reason for our success, I 
think,” declares F. L. Bond, partner, 
“was the following formula: 

“1. We didn’t advertise the price— 
we advertised the advantages of oil 
heat. Nobody came in to pick up a bar- 
gain but rather to discuss an idea. 

“2. One of the partners did all the 
installing, supplying free stove pipe 
and all the time necessary to make each 
job a good one. 

“3. We advertised a 30 day free trial 
of the heater. It had to make good or 
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we stood behind it. 

“4. Most firms selling heater oil in 
Morris carry good brands and we had 
no trouble with oil. 

“T got in the heater business because 
I overheard a sales presentation in an- 
other store. A farmer was asking for 
a heater and the clerk asked: ‘What 
sized heater do you want?’ 

‘I guess I need one of those $74 
models,’ replied the farmer. 

“Right away I figured that the price 
approach was the wrong way as it in- 
evitably led to the sale of a small sized 
heater to the customer. The fact that 
this customer came in to us and re- 
ported himself dissatisfied clinched my 
conviction. 

“So when we told the public that we 
guaranteed to make them work we 
moved 115 heaters in 90 days alone. 
There is not a great deal to installing 
heaters but you have got to see that it 
is perfectly level and that the draft is 
set right. By including the pipe and the 
installation in the price we had a deal 
that people, particularly farmers, liked. 
And let me add here that I would like 
to have all the farm trade that we can 
get as it’s about the best of any of it.” 

The curse of small town merchandis- 
ing is collections, Every rural mer- 
chant has a string of receivables as 
long as your arm. Likewise every small 
town has a list of deadbeats known to 
the oldtimers, but pitfalls for new 
stores like the Golden Rule. How this 
pitfall was avoided may be interesting. 

“We browsed about before opening 
up and got a tentative list of bad pay 
people,” relates Mr. Haughtigan. 





Joseph P. Haughtigan is an old time Hoover man and 
knows his way around doorbells. 


ethods 


“When one of these individuals came 
into the store—and they came early— 
we did one of two things: 

“1. Asked a high down price. 

“2. Asked them to sign installment 
paper which we discounted on a non- 
recourse basis with a finance firm. If 
that house accepted the paper we felt 
all right. 

“One typical example was a couple 
of which the husband had a good job 
They bought a lot of stuff and calmly 
sat back for 90 days and never paid a 
cent. The finance company attached 
the man’s wages, which brought the 
woman in on the run. She admitted 
they had paid no attention to notices, 
agreed that the family had paid nothing 
on the furniture. Only the bite of the 
wage attachment which threatened her 
husband’s job brought them to life. 
Such a family is typical of the small 
town deadbeat who figures that mer- 
chants, and particularly new ones, are 
easy-going and can be bluffed into let- 
ting them get away with anything. Out 
of this we learned one fundamental: 
Good pay customers are not upset at 
all when you are tough with poor risks. 
The reputation of being hardboiled 
won't hurt you. 

“IT make it a point never to do any 
collecting in public places because that 
embarrasses people. But if anything 
goes over 60 days we promptly go into 
action.” 

This is about all there is to it, folks 
—but it gives you a good idea how a 
firm has i ie problem of establish- 
ing itself in « new town, met the ques- 
tion of changing policies in war time. 
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N Washington, D. C.—center of 
] the nation’s war effort—appliance 
shortages are probably more criti- 
cal than anywhere else in the country 
A boom town with a vastly expanded 
population even before Pearl Harbor, 
the city today harbors thousands of 
war workers in addition to its stable, 
prosperous group of governmental em- 
ployes whose purchasing power, per 
capita, is well above the average for 
American cities 

To already high saturation figures 
for electric refrigeration, home laun- 
dry equipment, ranges, oil burners, 
radio and miscellaneous appliances, 
critical shortages of major appliances 
brought a buying surge to most of the 
trade which, for the early months of 
1942 carried volume to new heights 
and intensified the shortages in dealer’s 
and distributor’s stocks. To the ap- 
pliance industry’s clearing house, the 
Electric Institute, the situation was 
one which called for action on new and 
different lines. And J. S. Bartlett, the 
Institute’s managing director, is rapidly 
supplying them. 

Service, of course, and the main- 
tenance of all appliances in working 
condition for the duration, is the key- 
note of all new activities. The local 
power company, Potomac Electric 
Power feels a direct obligation to the 
thousands of owners of electrical equip- 
ment to see that they are kept in 
working condition. They, in common 
with other utilities throughout the 
country, have an investment to pro- 
tect in residential load, in the years 
of patient spadework which have been 
required to sell the electrical idea to 
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Two Cities Are 


GEARED UP FOR 


In WASHINGTON .... 


The Electric Institute starts public edu- 
cation and industry training, surveys exist- 
ing facilities for appliance repair and acts 
as clearing house for all service questions 





J. S. BARTLETT 


managing director 
Electric Institute of Washington, D. C. 


the public, and in the comfort and 
health of the citizens of the com- 
munity. 

The Electric Institute, too, has its 
obligations to the distributing fra- 
ternity, to do all in its power to see 
that service is provided, that dealers 
are kept in business, and that the years 
of promotional and sales activities of 
the trade are not wiped out in the 
minds of a public which, in fickle fash- 
ion, may turn to other methods of 
food preservation, of home heating, of 
laundering, of cooking, entertainment 
and convenience. 


Four Activities Set Up 


In approaching the problem, it was 
decided to divide the work into four 
distinct phases, all handled by separate 
committees within the Electric Insti- 
tute: 

(1) Directing the public to recog- 
nized servicing agencies (sponsored by 
the Laundry Equipment Committee). 

(2) Securing and training new blood 
to supply the demand for radio service- 
men (sponsored by the Radio Com- 
mittee). 


(3) Establishing the costs of main- 
taining a service department (spon- 
sored by the Refrigeration Com- 
mittee). 

(4) Making a survey of all existing 
service facilities in the area (done by 
the staff of the Electric Institute). 

Another activity, which is still in 
progress, is that of creating record 
forms to aid in the establishment of 
costs of a service department. These 
forms are in the process of being 
drawn up now and when complete will 
be checked for accuracy and eventual 
usefulness with established servicing 
agencies and will probably be adopted 
by the trade as a standard service 
costing form. 


The Service Survey 


Some interesting data were revealed 
in the preliminary survey of existing 
facilities for service in the city of 
Washington. An analysis of reports 
from some 40 dealers who filled out 


the questionnaire revealed the fol- 
lowing: 
1. Value of repair parts car- 
a ee $65,946.00 
(33 dealers reporting) 
2. Volume of repair business 
GUE gencccunduasetass 290,590.00 


(30 dealers reporting) 

3. Number of service men 
CEE. cetsanedasemnee 76 

(28 dealers reporting) 

4. Years of experience of 
COFUEND GIN. ev caccsccdes 347 

(28 dealers reporting) 


In other words, if these 40 dealers 
may be taken as any criterion as to 
the average servicing facilities avail- 
able among the cities dealers, it would 
show that a stock of repair parts 
amounting to close to $2,000 was 
carried per dealer; that the average 
dealer did $9,686 in service volume 
during the year; that 2.7 service 
men were employed per dealer and 
that these men had, roughly, 44 years 
of experience at their work. The sur- 
vey further disclosed that there were 
11 apprentice service men working for 
the combined 40 dealers and that eight 
salesmen had some service experience 
and might qualify for minor repairs. 





Inasmuch as the larger servicing 
organizations are represented in the 
survey because they keep better records 
than the smaller organizations, this 
factor would tend to pull down the 
averages somewhat. The figures 
quoted, however, are for the year 
1941 and might reasonably be ex- 
pected to increase in considerable 
ratio during the present year and the 
years of the war’s duration when serv- 
ice work will undergo a natural expan- 
sion. 


Meeting the Servicemen Shortage 


One of the chief problems to be met 
in Washington, as in other cities, 
is that of training new men. Here, 
the Institute has taken an original tack 
by tying up with the District’s voca- 
tional schools in a training program 
for youths of high school age. Train- 
ing is for a six-month period during 
which the student attends school for 
half a day and works for a dealer the 
other half. To pay for the training, 
the Institute contributes $3 a week 
for the first eight weeks and the 
dealer 35 cents an hour; in the sec- 
ond eight weeks, the Institute cuts 
its contribution to $1.50 a week and 
the dealer ups his to 40 cents an hour. 
In the third eight weeks, the Institute 
contributes nothing and the dealer pays 
the student at the rate of 45 cents an 
hour. It works out so that the student 
would make $17 a week for the 
first eight weeks, $17.50 the second, 
and $18 the third eight weeks. At the 
end of the 24-week period, the dealer 
should pay his new full-fledged service 
man not less than $25 a week for a 
40-hour week. 

During his training period, the 
student is expected to attend Institute 
meetings where he receives prize 
awards and approximately $110 worth 
of tools and equipment. To defray the 
Institute’s expense in the training pro- 
gram, dealers participating are as- 
sessed $30 per man trained. 


Washer Servicing 


In addition to the general servic- - 


ing activities of the Electric Institute, 
dealers with a washer servicing prob- 
lem are helped by a separate program. 
This includes window decals identify- 
ing him as an “electrical service and 
repair dealer”; counter cards featuring 
washer service; a listing in the tele- 
phone classified, over the Institute’s 
mame as a washer repair dealer; an 


(Please turn to page 41) 
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66 NIX ’Em Up—Make ’Em Do!” 
is a slogan plastered all over 
the city of Philadelphia and its 

outskirts. It is the official slogan of 
the Electric Appliance Repair Activity 
of the Electrical Association of Phila- 
delphia and denotes a new type of pro- 
motional activity for this alert indus- 
try organization. 

Because the emphasis has naturally 
switched from selling to service. In 
past years, the Association ran lamp 
bulb campaigns, refrigerator cam- 
paigns, range and water heater drives, 
oil burner sales contests and what have 
you. An activity on vacuum cleaners 
would result in thousands of sales by 
their dealer and distributor groups. 
That’s all over the dam, boys, over 
the dam. Those thousands of appli- 
ances which dealers have sold to the 
600,000 domestic electric customers of 
the Philadelphia Electric Company 
(not to mention the additional thou- 
sands of appliances sold by the utility 
through its own sales force) must now 
be kept in operation for the duration 
of the war. What’s more, the dealers 
and distributors who sold them must 
have a paying activity to keep them 
in operation or go out of business. 


How Many Are Servicing? 


To get some line on the number of 
dealers who operated service estab- 
lishments along with their sales busi- 
nesses was the first step. There were 
close to 1,000 retail establishments of 
one kind or another handling appli- 
ances in the area. But how many of 


them were set up to service appli- 
There was only one way to 


ances? 


APPLIANCE SERVICE 


In PHILADELPHIA .... 


The Electrical Association launches an Electric 
Appliance Repair Activity, signs up 175 dealers 
qualified to undertake service work, tells 
the public to "Fix "Em Up — Make ‘Em Do" 


find out. The details of the plan were 
worked out and then dealers were in- 
vited to a special meeting where they 
were served dinner and the plan— 
dinner first. To be eligible to partici- 
pate in the plan the dealer had to 
qualify on the following points: 

(1) Have an established place of 
business where appliance repairs could 
be made, with the necessary facilities 
and at least one employe on duty dur- 
ing regular store hours to receive 
appliances for repair and deliver re- 
paired appliances to customers who 
called for them. 

(2) Be capable (or employ someone 
who is) of making acceptable repairs 
on ordinary electric appliances. (The 
Electrical Association to provide a 
course of instruction for dealers who 
wish to take advantage of it.) 

(3) Carry a sufficient stock of parts 
and material to make repairs promptly 
and efficiently. 

(4) Subscribe to the Electric Appli- 
ance Service Plan Code of Ethics. 
This included doing the work honestly 
and to the best of their ability; charg- 
ing fair and reasonable prices; using 
original factory replacement parts 
wherever possible; displaying the Ap- 
proved Repair Dealer Sign in the 
window, etc.) 





How two of the cooperating dealers in Philadelphia are using their windows to promote the idea 
of Fix-Em-Up—Make-Em-Do, and incidentally to gather in some profitable service business. 
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JOHN A. MORRISON 
managing director 
The Electrical Association 
of Philadelphia, Pa. 


(5) Pay $10 fees for the privilege 
of joining the activity. 

“We had only the sketchiest idea 
of how many dealers would qualify 
under the plan,” says John A. Morri- 
son, managing director of the Electri- 
cal Association, “but, as a guess, | 
figured about 75 would be eligible. 
Imagine our surprise when, after the 


Condition, 
WE HE 
the Ax§s 
























second meeting, held in February 160 
of the dealers qualified and a total of 
175 have signed up for the $10 par- 
ticipation fee !” 

Those dealers qualifying received a 
shield to put in their windows desig 
nating them as Approved Repair Shops 
under the Electric Applance Service 
Plan. They were the beneficiaries of 
a newspaper advertising campaign and 
a radio campaign to the public on the 
“Fix "Em Up—Make Em Do” theme 
—ads which carried their name and 
address. What’s more, the Philadel- 
phia Electric Company sent out bill 
stuffers by the thousand with the 
repair message highlighted and carry- 
ing the names of the participating 
dealers. 

(Please turn to page 41) 
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electric service 


Light Company 


two and one-half years of gruelling 


war experience, has never asked the 


domestic customer to curtail the use 


electric service. This would seem 
be strong evidence of the value of 
in creating that great 
war asset “home morale.” 

sut suppose the war lasts so 


war production becomes so great 
la t does become necessary to con 


yr ration energy for domestic us« 
We still have an obligation to help 


if 


istomer maintain his usage to the 


t of existing restrictions, so tha 
e sacrifice in home lighting and the 
labor saving appliances, brought 
by these restrictions, may be re- 

iced to a minimum 
ere is still another obligation in- 
volved in this matter of maintaining 
residential usage and that is to retain 
much needed revenue to the utility. 
[his is a direct benefit to the war pro 
gram because severe losses in residence 
revenue, in the face of heavy capital 
expenditures to meet war demands, 
may seriously weaken the financial con- 
litions of a utility, and certainly a 
company so weakened cannot be ef 
fective in carrying its share of the 

war load. 


Residential Lighting 


Residence usage can be divided into 
two general use classes—lighting and 
appliances. Let’s consider lighting 
hrst, 

War conditions in no way lessen or 
remove the value of eyesight conserva- 


tion, whether it be in the home, the 
office, the store or the factory. Any- 
thing we can do to conserve the work- 
er’s eyes, is a step in conserving the 
most valuable tools used in either war 
or peace times. They are tools that 
cannot be replaced, therefore should 
not be impaired or destroyed by lack of 
care or protection. 

The man or woman returning from 
1 hard day’s work at the factory, office 
or store should be able to relax under 
the most favorable conditions, and cer- 
ainly that includes a properly lighted 
iome. In fact it is safe to predict that 
the home will take on new importance 
beyond just a place for the family to 
eat and sleep. As the pinch on auto- 
mobile use tightens and other forms of 
transportation become more congested, 
the family will spend most of its even- 
ings at home enjoying home entertain- 
ment. This will be quite a contrast to 
he practice of most families who now 
seek their entertainment away from 
home and there are few additions, par- 
ticularly considering the cost, that will 
contribute so much toward the accep- 
tability and pleasure of this increased 


+ 
} 
I 


iome life as the use of proper lighting. 


Expand Dealer Interest 
in Light Conditioning: 


In seeking ways and means by which 
to do a better job in bringing the light 
conditioning story to the residence cus- 
we naturally think about what 
the dealer is doing in this direction. 

Most of the department, furniture 


tomer, 


ind some of the larger appliance stores 
display floor, bridge and table lamps, 
ind occasionally you will find a store 
in this class with a Light Conditioning 
Center. But the small radio and ap- 
pliance specialty shop rarely has a 
lamp display or Light Conditioning 
Center but we believe that both of 
these outlets can be induced to put 
more emphasis on the sale of domestic 
lighting equipment. In a good many 
cases the display area formerly used 
for major appliances is now available 
for lamps, and salesmen will welcome 
this line as an aid to keeping up earn- 
ings that are decreasing because of the 
lack of appliances. 


Possibilities in 
Fluorescent Equipment: 


Perhaps this is the time for us to 
consider the introduction of fluorescent 
lighting in the home. It would stimu- 
late the dealers’ interest in the entire 
subject of home light conditioning. 
Recent inquiries indicate that fluores- 
cent tubes will probably be available 
and at least one manufacturer has a 
fluorescent lamp of neat design which 
carries the I.E.S. tag. If it becomes 
necessary to ration the use of elec- 


tricity in the home—fluorescent light- 
ing would provide an ideal medium by 
which the customer could improve the 
lighting in his home and still practice 
conservation. 

Looking at it another way, fluor- 
escent lighting probably would have 
been introduced in the home within the 
next year or so had it not been for the 
war, which will serve only to delay its 
introduction—so it might be wise for 
the utility to introduce it in a proper 
manner. 

The experience of fluorescent light- 
ing in the commercial market has 
shown that it is possible to give the 
customer an entirely erroneous con- 
ception of the merits of such a new 
product. Much of this commercial 
lighting was sold on the basis of cut- 
ting the bill in half without giving the 
customer what he really needed, 
namely, more light—which in most 
cases could have been done at no in- 
crease. If fluorescent lighting is in- 
troduced into the home market on the 
same “billing cutting” basis, our prog- 
ress toward proper levels of home 
lighting will be greatly handicapped. 


Appliance Salesmen Take on 
Light Conditioning Equipment: 


Many months ago it became evident 
that the production of major appli- 
ances, especially the larger units, would 
be constantly reduced and ultimately 
stopped, therefore if we were to retain 
even a part of our appliance field sales- 
men it would be necessary to add some- 
thing to their line to keep up their 
earnings. In the meantime our port- 
able lamp crew, which was made up 
largely of young men, was almost 
wiped out by the draft, and the number 
of Home Service representatives had 
shrunk to about half, so we decided 
that the addition of a line of light adap- 
tors seemed the best means of meeting 
these and probably more such changes. 

We were fully aware that it would 
be no easy task to convert salesmen 
who had devoted years to major ap- 
pliances, such as ranges, refrigerators 
and water heaters, to the sale of adap- 
tors and portable lamps which they 
consider “a nickel and dime” business, 
but they were confronted with some 
means of maintaining their earnings 
and the Company with the need of ad- 
ditional personnel to carry the lighting 
story to the home. So we set up a 
training course, gave it to the men ina 
four day session, handed them a display 
kit, price sheets, etc., and launched 
them into the light conditioning busi- 
Some grasped the opportunity 
quickly and have added to their earn- 
ings from $35.00 to $50.00 a month 
without interfering with their major 
appliance business. Of course there 
were others that were somewhat re- 


ness. 
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Usage by our Customers 


luctant to adopt the idea, but this group 
is constantly growing smaller. 

An interesting sidelight is the case 
of a supervisor, himself somewhat 
skeptical of the possibilities of this 
adaptor sales plan, who started out to 
see what he could do by cold canvass. 
He carried on for several days alone 
and then he went with various mem- 
bers of his crew. Now he will prove 
to you any day that he can avefage 
better than $2.00 per hour, on cold 
canvass, through the sale of conversion 
lighting equipment and portable lamps. 


Home Advisors to Sell 
Lighting Units: 


For years our Company has had a 
force of Home Advisors, ranging from 
25 to 30 girls, promoting Better Light- 
Better Sight by demonstrations in the 
home, by group lectures, etc. They 
have never sold any type of lighting 
equipment except to occasionally shop 
for a shade or something of that nature 
to accommodate a customer. It has 
always been felt that selling would re- 
duce the educational value of the dem- 
onstration work. 

But times change, and a recent test 
conducted by our Home Service De- 
partment would support the conclusion 
that the customer would like the priv- 
ilege of buying new equipment from 
the Home Advisor at the time of the 
demonstration. During this test, no 
commission or bonus was paid to the 
Home Advisor, nor was there any 
changes in her normal plan of work— 
other than being given a catalogue, 
price list and an order book and re- 
quested to take an order for such 
equipment as the customer might want 
to purchase. 

The test showed an increase in in- 
stalled wattage of 36% in homes where 
equipment was sold at the time of the 
demonstration, as compared to the in- 
stalled wattage in a similar number 
and type of home where a demonstra- 
tion only was given. In the case of 
the homes having demonstration only, 
the wattage count was not taken for 
60 days following the demonstration, 
in order to give the housewife ample 
time to purchase the equipment that 
had been recommended at the time of 
the demonstration. Another reason for 
asking Home Advisors to sell lighting 
equipment is the added convenience 
that it will bring to the customer as 
transportation problems make it more 
difficult for her to shop. 

The test further showed that sales 
work did not handicap the number of 
calls that the girl can make per day— 
in fact they increased 15%, and it is 
obvious that with the decrease in major 
appliance home demonstrating, she 
will have still more time for lighting 
work, 


These experiences and others, which 
time doesn’t permit reciting, we believe 
support the conclusion that the cus- 
tomers need and want better home 
lighting. Energy output through do- 
mestic meters in 1941, for lighting 
only, constituted less than 5% of the 
total output for all service, so if we 
consider the importance of lighting as 
a conservation measure as well as a 
builder of good morale, it would seem 
very definitely up to us to find some 
way to promote better home lighting. 


Step Up Better Light- 
Better Sight Advertising 


The entire lighting effort should, ot 
course, be supported by proper news- 
paper and other forms of advertising, 
in quantities equal or greater than has 
been employed heretofore. We pro- 
pose to devote this advertising to edu- 
cational rather than merchandise copy. 
We will appeal to the customer not to 
waste light but to use it when and in 
such quantities as is proper for the 
task, emphasizing such things as safety 
lighting in the home which would 
naturally include proper lighting under 
blackout conditions. Such advertising 
will do a great deal to encourage local 
dealers to put more emphasis on the 
display and sale of good lighting equip- 
ment. 


Appliance Use 


Now let’s turn our attention to the 
younger of the domestic use classes, 
namely, the appliances. They parallel 
home lighting in importance by saving 
time, labor and material—all three of 
which are vital to the war program. 

New appliances, both of the small 
and major varieties, will undoubtedly 
be reduced to a dribble or dry up com- 
pletely, so ways and means must be 
found to keep in operation those now 
in the customers’ home. Failure to 
keep them usable will deprive thou- 
sands of women of the help of these 
labor saving devices which now make 
it possible for them to devote much 
needed time to war activities, Red 
Cross and other forms of local relief 
work which must go on. 

Womanpower is expected to take 
over all kinds of work which will take 
them out of the home, They will fill 
the places of thousands of men in fac- 
tories, offices and stores, and perhaps 
even take up some forms of military 
service. Recently a bill was proposed 
that would register all women citizens 
from 18 to 65 for whatever war time 
service they are or could be fitted. 
Surely such a movement would be seri- 
ously hindered if we deprive the home 
of its electric servants, 
saving of such 


for the labor 
appliances as the 
washer, vacuum cleaner and others 
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can be replaced only with a tremendous 
amount of manual labor and time, both 
of which might be employed to better 
advantage in direct war production. 
The conservation of food, both in its 
preservation and preparation, is ex- 
tremely important during the war 
period and perhaps for a considerable 
time afterward—so here again our in- 
dustry has an obligation to aid our 
customers to realize the fullest ad- 
vantages of the electric refrigerator in 
proper food preservation and of the 
electric range in conserving valuable 
food elements. Active support and co- 
operation with nutrition classes and 
similar educational activities is a con- 
tribution that we can make to this end. 


Appliance Repairs 
Will Reach Large Volume: 


The volume of repair work both in 
the field and the shop required through 
the next two or three years if, as we 
expect, the supply of new appliances is 
shut off, and if we are to keep the ap- 
pliances now in the customers’ home 
in operating condition, will be far 
greater than most of us can imagine 
right now. For illustration, a recent 
spot check shows that in our city there 
are approximately 43% of the refrig- 
erators sold 10 years ago still in serv- 
ice. This would be about 4,000 units. 
So if 50% of these old boxes require a 
major service job sometime this year 
in order to prolong their life, it is 
very doubtful whether present repair 
facilities would be adequate. Every 
one of these old boxes present to that 
home a problem in food preservation 
unless facilities are available to keep 
them operating for the duration, and 
the condition will steadily grow worse 
because the number of refrigerators 
annually reaching their normal life 
span will correspond to the increase in 
the sales rate 10 years ago. A still 
better view of the size of this problem 
is gained by considering the number 
of washers and cleaners that will have 
seen 10 years of service this year, and 
our data indicates that we can multi- 
ply the refrigerators by two for each 
of these appliances. 


Dealers Have New Opportunity 
in Appliance Repair Business: 


The need for appliance repairs, due 
to war time restrictions, will create a 
new business for the appliance deal- 
ers. Its income will go tar to replace 
the former merchandise profit. It is 
our observation, however, that not 
many dealers have as yet recognized 
this opportunity or, if they have, they 
have been so discouraged at the pos- 
sible difficulties it involves, as to do 
nothing about it. Some complain that 
they lack the capital; others that there 


is a scarcity of mechanics, that no 
parts are available and that the busi- 
ness cannot be made self supporting. 
While there may be some foundation 
for these fears, they are not insur- 
mountable. 

Many of the manufacturers have al- 
ready launched service programs to 
train the dealer and his men in the 
proper method of caring for their ap- 
pliances, and so far we are told that 
manufacturers will continue to furnish 
parts, as part of the war program. The 
utilities can do a great deal to help 
the dealer over these hurdles and cer- 
tainly we should do everything within 
our power to support and encourage 
the manufacturers who are carrying 
on these service programs. Manpower 
may be the worst of all, for we can’t 
expect to get young, skilled mechanics 
for this work, they are too valuable 
for war production, but there are older 
men available—men who have had me- 
chanical experience or are the jack- 
of-all-trades type but cannot stand the 
pace of war production. However, it 
is possible that women can be trained 
for a great deal of this work. 

As a by-product to the dealer from 
the appliance repair business, he will 
earn a degree of customer goodwill un- 
obtainable in any other fashion, plus 
a knowledge of the old appliances in 
his neighborhood that will form a pre- 
ferred prospect list and enable him to 
cash in with quick sales the instant 
new appliances are available. It would 
cost thousands of dollars to build up 
such a prospect list by canvassing or 
advertising. 

One of the schemes being employed 
to try and insure a profit from the re- 
pair business, is to acquire as large 
a stock of used appliances as possible 
to start with, then insist on getting an 
old appliance for each one of these re- 
built appliances sold. The trade-ins 
are laid aside and used to level out the 
mechanic’s time load factor. This 
scheme provides two sales and in most 
cases a profit can be realized on each. 

The local electric league or associa- 
tion can be of great assistance and we 
have heard of several communities be- 
sides our own where it is doing a 
splendid job toward selling the various 
branches of the industry in their com- 
munity on the opportunities that war 
time conditions present. 

One of the largest automobile sales 
and service outlets in our city is de- 
veloping plans to enter the electric 
appliance repair business-—adding: it to 
his present automobile service bus:- 
ness. This would seem to be a natural 
because he has certain fixed invest- 
ments and expenses which must be 
carried on if he maintains automobile 

, : 


his customers, but this 


1 


service for 
work is rapidly shrinking an 
(Please turn to page 38) 
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Rulings Issued During April 


REFRIGERATORS 


\Iax DI t which manutac 
‘ \ th elrigera 
to persons assigned a pret 
é g¢ of A-10 or higher by the 
WPB established \mendment 
No. 1 to Revised Price Schedule No 
102 | April ll by Price Admin 
tra H lerso1 Ch amendment 
reCAINE tive April 16 
} n has been amended so that 
thre uld be nade to meet the 
eed it the Army, Navy, Maritime 
Com n, Panama Canal Zone, de 
ense pl! ct ir detense h using pro) 
cts wit \-10 preference rating or 
ighe 
[he i price tablished nthe 
ent th in s the base 
ri t rut | the sche 
ut tot the inutacture Ly 
ld t actual amount of the excise tax, 
ind t ictual charges for servicing 
whe p ct requested by 
he pu 
H \ Va ( p rative 
i t ust educted as « 


yperative advertising will not enter 
into sales permitted by WPB. 

lhe amendment allows the manufac- 
turer to add a 2 percent charge of the 
base price in shipment of less-than- 
carload lots 

If the refrigerators were ready for 
delivery on February 14, 1942, an 
umount equal to 1 percent of the base 
price for each month, or fraction of 
each month, which elapses between 
1942 and the date of sale 
udded, to cover the “freeze” 
costs such as storage, financing, insur- 


February, 


may be 


ing and handling. If the unit was not 
ready for delivery February 14, the al- 
lowable amount shall be 1 percent of 
the base price for each month which 
elapses between the date the refrigera- 
tor was ready for delivery and the date 
of sale. Announced April 29, the maxi- 
mum charge for the year service con- 
tract which a manufacturer is allowed 
to add to established base price in sales 
§ domestic mechanical refrigerators 
permitted by WPB was fixed at $4.50. 


RANGES 


Iroze I] tocks of domestic electric 
rang¢ in the hand rt inutacturers, 
listributors and retail dealers 
Phe rder prohibits production of 
such stoves after June 1, except to 
1 top military priority ratings. 
Meanwhile, to assure supplies for de- 


using, Army and Navy and 
l-lease orders, W.P.B. prohibited 


ile, lease or transfer of anv domestic 
electric range except oT 1 military 
priority rating or on specific W.P.B 
iuthor itior 


delivered according to the WPB ruling. 

Manufacturers will be permitted to 
increase May production over quotas 
heretofore in effect. They will be per 
mitted also to complete any unfilled 
portion of the January-April quota, 
ind, in addition, to use during May an 
umount of iron and steel equal to their 
iverage monthly consumption of the 
year ended June 20, 1941 

Ranges covered by the order were 
lefined as any range or cooking stove 
for home use with electric heating 


elements and a total rated wattage of 
) | 


‘24 kilowatts or over 


ELECTRIC SUPPLIES INVENTORY LIMITATION 


Inventories of 19 kinds of supplies 
whethet n the hands tT wholesalers, 
listributor iobbers, dealers, retailers 

bran varehouses are strictly lim 
ited by Suppliers’ Inventory Limita 
t Or L-63 ued April 6 by 
the Director of Industry Operations 

Wholesaler ind dealers affected by 
the order w located in the east 
ind cent t mes are required to 
l t the ent to twice the do 
la value Lit rt ) ie | types 

upplies which they sl] pped trom 
tock in the second preceding calendat 
nth. Suppliers locat n other tn 
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zones may have inventories equal to 
three times the corresponding amount. 
Shipments made directly from pro- 
ducers to customers in which the dis- 
tribuor acts only as an agent may not 
be included as a basis for calculating 
permissible inventory 

Suppliers whose total inventory at 
cost is less than $20,000, and less than 
$10,000 for any one of the listed types 
of supplies, are exempt. Special pro- 
vision is made for inventories of 
seasonal supplies ‘ 

lhe types of supplies covered by 
Order L-63 are 


Automotive, aviation, builders, con- 
struction, dairy, electrical, tarm, foundry, 
grain elevator, hardware, health, indus- 
trial, plumbing and heating, railroad, re- 
frigeration, restaurant, textile mill, trans- 
mission, and welding and cutting. 

Suppliers affected by the order are re- 
quired to keep recrods of their inventory 
and sales on Form PD-336, and to keep 
this form in their files for at least two 
years. Separate records must be kept for 
each type of supplies handled by the dis- 
tributor or dealer. 

Inventories of material frozen by the 
“L” or other orders should be included 
in the inventory records. The provisions 
of L-63 do not relieve suppliers from re- 
sponsibility of compliance with any other 
applicable order or orders. 

Suppliers affected by the new order 
whose inventories on hand at the time the 
order was issued exceed the permissible 
maximum must not receive any deliveries 
of such supplies until the inventories are 
reduced below the maximum. However, 


when inventories are below maximum, 
suppliers may receive deliveries of mim- 
mum commercially procurable quantities, 
even though such deliveries would raise 
their inventories above the maximum. 

The following interpretation of the 
above order appeared under questions 
and answers in priorities in the April 
28 issue of the official publication Vic- 
tory. 

4. Q. What priority assistance is 
given to distributors who supply retail 
stores? 

A. They may apply to the WPB, 
Washington, D. C., on the new PD-1X 
form for ratings for essential supplies 
to keep their inventories up to a prac- 
ticable working minimum, which in 
general means the smallest inventory 
possible to enable them to meet the 
demands of their customers. 


FLUORESCENT LIGHTING FIXTURES 


W PB has amended Limitation Order 
No. L-78, on fluorescent lighting fix- 
tures, to ease the restrictions on pro- 
duction and sale of small fixtures, and 
to set a definite closing date on the 
manufacture of other types. 

The original order required that 
production of all fixtures end on April 
22, except for certain rated orders and 
fixtures in process of manufacture. 
Amendment No. 1, effective April 24, 
allows the manufacture without restric- 
tion of fixtures with a lamp capacity of 
30 watts or less if the materials were 
ordered on or before April 2 and 
actually on hand by April 20. 

The small fluorescent fixtures may 
also be manufactured if the materials 


VACUUM 


Production of vacuum cleaners must 
be discontinued after April 30, the War 
Production Board ruled March 31 ina 
move to concentrate the industry’s fa- 
cilities 100 percent on war work. 

During April, the industry will oper- 
ate at the same rate of curtailment as 
during January, February, and March. 
Class A manufacturers, whose average 
monthly factory sales in the 12 months 
ended June 30, 1941, were 5,200 or 
more units, are required to curtail out- 
put by 40 percent below the base per- 
iod. Class B manufacturers whose av- 
erage was less than 5,200 units, must 
cut 25 percent. 


to be incorporated into them are ac- 
quired under an A-2 preference rating 
or under any rating assigned under the 
Production Requirements Plan. 

The Amendment bans the manufac- 
ture after May 16 of fixtures with a 
lamp capacity. of more than 30 watts, 
except for orders bearing an A-2 or 
better preference rating. 

Under the terms of the original 
order, no fluorescent lighting fixture 
could be sold or delivered after June 1, 
except on orders bearing a preference 
rating of A-2 or better, or for purposes 
of maintenance and repair. The amend- 
ment allows the unrestricted sale of 
the small fixtures and of cold cathode 
(high voltage) fluorescent fixtures. 


CLEANERS 


The industry now joins others in the 
consumers’ durable goods field whose 
facilities are being converted to war 
work. Eighteen companies, with fac- 
tory employment of approximately 
12,000 workers, will be affected by the 
shutdown order. 

Approximately one-fourth of the in- 
dustry already has been converted 100 
percent and all companies are now in 
production of various types of war 
supplies. 

The initial curtailment for the indus- 
try, a 10 percent cut for Class A manu- 
facturers, covered the period October 
1-—December 31, 1941. 


HEATING PADS 


The WPB April 16 amended the 
electric heating pad order (L-84) to 
permit manufacturers to use up inven- 
tories which cannot be used for other 
purposes, but to stop production en- 
tirely on June 30, 1942. 

The original order restricted 1942 
production of home-type electric heat- 
ing pads to 50 percent of the number 


manufactured in 1940 and restricted 
production of hospital-type pads to 
100 percent of the number produced in 
1940. 

The amendment No. 1 allows a 
manufacturer to use up inventory even 
though resultant production exceeds 
his original quota. It permits a manu- 

(Please turn to page 43) 
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WHERE WILL YOU BE 
WHEN THESE LIGHTS 






You'll be in the money, if 
you act on this Plan now! 


VER stop to consider that every last 
E one of the fluorescent lamps in your 
neighborhood will have to be replaced 
sooner or later? 


What an opportunity for a Johnny-on- 
the-spot dealer to stake out a claim in a 
business that’s regular, permanent as the T HE HY G RA DE 


seasons, and growing all the time! 


Here’s how to do it 


R 
The Hygrade Fluorescent Lamp Replace- EP LA Cc E M EW T 
ment Plan gives you everything you need 
to establish yourself in this new field — 
sewed up in a money-back guarantee 
that takes all the gamble out of it. 


You get a complete selection of Hygrade 
Lamps, the finest fluorescent lamps made. 


—A special lamp and starter checker— 
invaluable for scientifically testing lamps 











Las 4 
and starters, and a great door-opener. < Ax —— 
2) 
—A shrewdly-planned direct mail cam- 2 - 
paign designed to corral customers for ~ = fl 
your shop. 
—Technical advice and information to 
help make you a fluorescent expert. 
And all for an investment of less than your unsold items and get your money 
fifty dollars! back—every cent of it! 
We take all the chances! In brief, if you've been looking for a 
new line to help tide you over this critical HYGRADE SYLVANIA CORPORATION | 
And here’s the pay-off: Try the plan for _ period —here it is! Fill in the coupon Salem, Mass. q 
just six months. Then, if the deal hasn’t below and we'll send you further details Please send me full particulars on the new Hygrade 
proved satisfactory in every way,turnin at once. Fluorescent Lamp Replacement Plan. RF 













Name 





Firm 


HYGRADE SYLVANIA CORPORATION Type of Basives % 


SALEM,. MASS. 


Manufacturers of Hygrade Incandescent Lamps, Fluorescent Lamps, Fixtures 








Address 








Starters, Sockets and Sylvania Radio Tubes 
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Are You Out of a JOBr 


With the appliance business going on a war footing, many 


good men are finding themselves out in the cold . . . Maybe 


we can all do something to help and this article tells how 


Hf} I pr rite 
Ireez Wa contracts 
ha ! ‘ et g to the home 
»p ce indust t has « ed and 
tt ut il g » tor th 
wt the strug 
l usands of exp ced 1 utac 
rie listribut uesm und 
tail lads on w ms have beer 
electing i 1 train lg ire if 
‘ ds a> i ult k the t 
e the W War I the pr 
Se i ] st disap 
| ere ust \ 
I tn 
t | t 
tt t | \ H 
it r t 1 
lustry 1 pt t 
M O Fort to t 
tl i ft 
r ‘ 
“Men Over Forty” 
\\ ur ot 
' 
ul trad thele they 
( il IT ee Fur 
( i CamMpaig lI 
ctu listribut ul i 
ping w! e the me 
1 the nt ‘ S one: 
ecruit ] gyanizati 
t proved quality very quickly 
you i r ieard th 
l QO Fort ub storv V 
to rete t a bit. Back so 
irs ago a group of felt the 
ve ing ul 1 out of industry 
Ve H) ill id 
t! $4,000 ve ipiece. Dur 
‘ tt tortune I 
the grou ut out fr ul 
| t cus yn thes« 
t up t tundamentals of ) 
i t 
{ ' 
I 
‘ t ; 
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himself. Therefore one of the cardinal ganization to check up on the refer- 
principles of the “Men-Over-Forty’” ences of these salesmen or to do any 
to have members canvass every more than simply to pass on the data 
type of firm in given areas and present which each man himself supplies. The’ 
the wares of the entire roster. tentative employer would have to do 
There is need, Evecrricat Mer-_ this. However, some indication of the 
CHANDISING feels, for some organiza- possibilities of such a plan may be 
t to analyze the experience and gleaned from the experience of the 
training of the appliance salesmen who ‘Men-Over-Forty” Club in Chicago. 
have been thrown out of jobs on ac- In its four years of existence, it has had 
yvunt of the war. There is a chance some 300 alumna and today the club’s 


to break down into one master folder 
all ot the peculiar abilities so that the 





active membership is only 32. 
\s an example of how nearly every 


untry’s manifold defense industries salesman has a definite pattern of 
well as other lines of business that other training which is marketable 

ictive can pick and choose what today, ELectricAL MERCHANDISING 

levy want takes the case of one man who is im 





ANALYZE YOURSELF, AND SEE WHAT JOB YOU CAN FILL 


The following is a questionnaire designed to put on paper a picture of the qualifications 


of a man seeking a job: 


|. What kind of work have you been doing? rane 

2. What part of the United States are you best acquainted with? 

3. What has been your average income for the last five years?. 

4. Will you go anywhere in the U. S. for a job? State what locality, 
if not 

5. If not a citizen give date of final papers 

6. Are you physically sound and can you pass usual physical examination required 
by employers? 

7. What is the size of your family? 





8. Religious background: Catholic Hebrew Protestant 

9. Do you own an automobile—make type 

10. What is your age weight height complexion 

I1. Have you ever been refused a bond? 

12. Have you had any public speaking experience? 

If every salesman who lists him- an appliance sales promotion job with 
self will take out this folder and pre a manufacturer, as an example. Osten- 
sent it to the personnel department sibly the only kind of a job he could 

ten or 15 firms of all types in his fill would be a similar place with an- 
home town and fill j postcard with other manufacturer. Yet look into his 
t! f th types of skill in past and you find he is competent in 

I wudience is interested we all of these lines: 

i velop lea that will put men Fry cook 

tou itl IS Printer, press feeder, reporter 

Certainly, to have salesmen all over Country editor 
tl untry presenting a man’s case Advertising solicitor 

t greatest stimulus possible to Sales promotion manager 

b \nd what is more, the National advertising manager 
ikes the calls does himself Theatrical press agent 
Advertising agency writer 
t t possible for an or- \ppliance sales promotion man. 
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rhere are plenty of jobs for cooks, 


printers, press agents open today, and 


this gentleman, if he chose, would 
have no difficulty in landing something 
that would aid him in breasting the 


storm until the war is over. 

War, with its growing hunger for 
skill and yet more skill, is creating a 
boom for certain lines of ability yet at 
the same time it depresses the market 
for other talents. The thing to do is 
to learn what you have to offer, and get 
in touch with the buyer of that sort of 
ability. 

A nationwide plan sponsored by this 
magazine with details handled by some 
association might be the answer. Now 
is the time for manufacturers loaded 
with defense orders to show they are 
more than fair weather friends to the 
salesmen who have made them great. 
Here is the idea for a crusade that 
will really get under people’s hides. 
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Brings $2.50 per Oil Heater 


wo F. W. Richards was a broth of a boy in Maryville, Mo., 
laboring in a hardware store, he learned that the proletariat didn’t 
like to get its hands soiled taking down stoves. For a fee of $2.50 per 
copy he found he was able to go to town on a service proposition that 
entailed nothing more than taking down stoves and cleaning them up. 
[his fact should add a tidy sum to the cash register of any dealer who 
will put forth a proposition of cleaning up oil heaters at the end of the 
season, he declared recently from his desk at the Coleman Lamp and 
Stove Co. in Chicago. Herewith are illustrated steps in giving an oil 
heater a good clean-up for the summer. 





First empty the tank, because there is sulphur in oil which—if water gets in it— 
1 will form into sulphuric acid and cause pinholes. 





y] Next loosen the carbon in the combustion chamber. A wire brush makes it an 
easy job. 
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ummer | ime 


‘LTake-Down 





An old vacuum cleaner can easily be adapted with a hose for taking up all the 
carbon that you have freed. 





Go over the metal parts of the combustion chamber with a rag that has been 
dipped in fuel oil. This will prevent rust. 


Be sure to clean out the oil filter. This is something to look into every time. Now 
put the heater away and when you set it up the following autumn be sure to see 
that it is levelled and that the draft is checked before operation is res:)med. 


























AS ADVERTISED IN... qa 


THE SATURDAY 
EVENING POST 


Good Housekeeping 


LIFE 
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The half-page advertisement 
reproduced here appears 
in the May 16th issue of 
The Saturday Evening Post. 
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> « THE COMMON-SENSE ANSWER 
to the Problem of “No New Appliances” 


Another “First” for Premier! For many months— 
beginning long before war production replaced 
appliance manufacturing—Premier has been urging 
dealers to “‘turn to service for survival.” Now, in 
millions of national magazine advertisements, 
Premier is directly urging the housewives of 
America to “revive” their vacuum cleaners and other 
appliances—to turn to the “keep em going” man, 
the dealer who offers Certified Guaranteed Service! 


The business of servicing appliances—supplying a 
vital wartime consumer need—is the one sound 
basis for your continued operation as an electrical 


IDENTIFY YOURSELF WITH 
THE SERVICE THAT’S 
NATIONALLY ADVERTISED 





Get set up to render Certified Guaranteed Service—then 
tie-in completely with Premier’s nation-wide promo- 
tion. Get Premier’s tested-by-experience plans for 
organizing, developing and merchandising this service 
—get the powerful point-of-sale displays and the many 
other sales helps featuring this nationally advertised 
service and identifying you with it. Take advantage 
of Premier’s offer to train your key service men at 
Premier's factory branches. Get going—“keep ’em 
going”—and you'll keep going! 









® a tituny 

oe ‘* 7 
S Guaranteed by > 
Good Housekeeping 
eas soneanst0 





4 
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appliance dealer. And vacuum cleaner service is the 
natural “leader” for this business—the stepping 
stone to the repair and reconditioning of every 
electrical appliance in the home! 


When you sell Certified Guaranteed Service you’re 
offering a special “brand” of service that’s winning 
nation-wide acceptance through nation-wide adver- 
tising. You'll develop the volume you need because 
this service gets—and deserves—the confidence of 
your customers. Find out today from Premier how 
you can qualify as one of the authorized head- 
quarters for this nationally advertised service. 


ae 
w= - 2 7 
A ‘ee 


SO  N wr . 
Binet Re vty, eM, i 
: For vg’ % a 


‘ Fo . 
Bx is Certifj 
4 : lud ified "€COndition; 


ete check. 





1 want full information immediately on how | can become one of the authorized 
headquarters for Certified Guaranteed Service — including complete details about 
the training of service men and the organizing of this entire service program. 


NAME 





ADDRESS 
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CROSLEY Radios 


The Crosley Corp., Cincinnati, O. 


receivers 


l ew “Victory 
Mod i table model 


combinatior 


id nograph and a 5-tube farn 


Victory Model” 
tube table model with its dial color 
fully embossed in red, white and blue 

used in hand-rubbed walnut cabi 
et; American and foreign bands and 
mtinuous tone control 
Table combination has floating 
vel ton system with patented 
rmanent stylus 
larn model witt yattery 


May, 1942 


v 


ea be ai 
6:39 im 





\ 





VICTORY Clock 


M. M. Gottlieb Associates, Inc., 
Allentown, Pa. 
Victory” Te 
hops schools etc. 
Walnut and gun 


lecorated with Americat 


lometer wall clock 


flag, a rtime patriotic slogans to 
inspire yalty and patriotism; seli 
tarting synchronous motor ; a. c. only 

lock movement has only 8 moving 
part Case 19} in long, 144 in. hig! 
ig in. deey Numerals 2 in. high 
hite lack background.—Electr 

11 Merchandising, May, 1942 

v 





PEERLESS Attic Ventilators 
The Peerless Electric Co., Warren, O. 


in 


Device: “Ventilattic”’ fans for homes, 
stores, et 
lling Features: Modernly designed 
with an all-metal panel finished 
PAGE 20 








Buckingham Gray; equipped with a 
thermally protected Peerless motor; 
quiet and efficient; suction boxes, 
louvers, grilles and controls are extra 
equipment. Available in sizes 30, 36 
42 and 48 in. sizes with capacities from 
5,450 to 18,550 cfm 

Prices: From $62.00 for 30 in. fan to 
$137.00 Electrical Merchandising, 
May, 1942 





Improved Blackout Bulb 


Wabash Appliance Corp., 
335 Carroll St., Brooklyn, N. Y. 


Features Color of light has been 
changed from blue and red to deep 
wange as recommended by OCD; 
smaller size; 15 watts; built-in reflec- 
tor eliminated; improved heavy black 
silicate coating prevents light leakage. 

Price: 45¢.—Electrical Merchandising, 
May, 1942 


v 


RECO Fly Chaser Fan 


Reynolds Electric Co., 2650 W. Congress 
St., Chicago, Il. 


Fly Chaser Fan for installation 
r a doorway. 


Selling Features: Blows a large volume 
of air down gently, keeping flies from 
entering door when people enter, as 
flies do not like moving air streams; 
also keeps out dust and heat; de- 
signed to protect a doorway 6 ft. wide; 
if doorway is wider, it can be supplied 
with a Reco Deflek Aire unit, installed 
12 ft. high, it will protect a space 24 
ft. long x 30 in. wide. Equipped with 
2 wing Bakelite propeller; 20 in. 

diam.; single speed 1150 rpm motor; 

110 volts, 60 cycles; blue crackle fin- 

ish. 


Price: $39.50 f.o.b. Chicago; Deflek 


Aire unit $10 additional. —Electrical 
Merchandising, May, 1942. 








K-M Fan 
Knapp-Monarch Co., St. Louis, Mo. 


Model: Jack Frost 12 in. oscillating fan 
Selling Features: Self-lubricating bear- 


ings; completely enclosed mechanism; 
heavy wire safety guard; metal base 
with felt supports; baked-on frosted 
brown finish; 2-speed switch; a.c. 
only, 50-60 cycle, 115 volts; can also 
be mounted on wall.—Electrical Mer 
chandising, May, 1942. 





G-E Furnaces 


General Electric Co., Air Conditioning and 
Commercial Refrigeration Dept., 
Bloomfield, N. J. 


Device: 2 new oil-vaporizing furnaces 
added to G-E “packaged” line. 

Selling Features: Specially designed to 
meet needs of war housing applica- 
tions; in the design conservations of 
metals were effected with the result 
that one unit weighs 210 Ibs. and the 
other only 160 Ibs.; the lighter unit, 
suitable for basement or utility room 
installation, equipped with a centrif- 
ugal fan; supply outlet at top and a 
return duct outlet at bottom ; no filters 
supplied, but they could be ‘applied if 
desired; gross output of this unit is 
60,000 Btu/hr. 

Mechanical draft fan standard on 
both models; both units come com- 
plete with oil control valve, fan con- 
trol, limit switch, draft regulator and 
single range thermostat; oil rates: 
0.10 gal. per hr. minimum and 0.61 gal. 
maximum. Occupy about # sq. ft. floor 
space, 20 in. wide, 22 in. deep and 
66 in. high.—Electrical Merchandising, 
May, 1942. 
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FLASHLIGHT Hood 
Blossom Mtg. Co., 79 Madison Ave., 
New York City 


Device: Blackout flashlight hood of 
woven fabric to reduce beam of light 
to faint glow; fits all sizes.—Electrical 
Merchandising, May, 1942. 


v 





K-M Therm-a-Jug 
Knapp-Monarch Co., St. Louis, Mo. 


Device: Combination picnic jug with 
wide mouth for foods and a convenient 
spout for liquids; will carry small 
frying chickens, sandwiches, fruit, or 
1 gal. of liquid; white-glazed vitrified 
stoneware container, insulated with 
Fiberglas; outer jacket finished in 
grey baked enamel.—Electrical Mer- 
chandising, May, 1942. 


v 


WOODENWARE Chair 


Woodenware Products Corp., 100 N. 
Broadway, St. Louis, Mo. 


Model: No. 810 garden chair. 

Selling Features: Slanting formed 
seat with fan back and shaped side 
arms; specially formed hinges allow 
for compact folding ; size folded: 34 
in. high, 23 in. wide, seat 17x19 in. 
stained and varnished finish. 

Price: From $1.98 to $2.39.—Electrical 
Merchandising, May, 1942. 
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Kitchen Fan in Storm Win- 
dow Sidesteps Work 


Me difficult job is to get a 
man to perform a task not found 
in his trade. Cutting holes through 
walls to install kitchen fans is one of 
these stumbling blocks. 

Word reaches ELectricaAL Mer- 
CHANDISING that a dealer in Ports- 
mouth, Ohio, name unknown, has de- 
veloped a neat way of circumventing 
this objection. The human animal, 
he found, had vague fears about kitchen 
fans that entailed the leaving open of 
windows. An electrician felt it was be- 
neath his dignity or above his ability 
: to cut a hole in the wall. So our 
: Portsmouth friend hit upon a third 
I wrinkle: Installing the kitchen fan in 
1 permanent storm window. He dis- 
covered that every lumber yard is 
eager to manufacture storm windows 
and they took the job off his back. 





Let the lumber yard build the storm win- 
dow. They are all set up to do this, and 
will follow measurements exactly. 


Making Coffee in 
the Water Heater 


O advertise the many advantages 

of electric water heaters, the 
Northwestern Electric Company of 
Portland, Oregon, keeps seven of them 
on hand at all times to lend to organi- 
zations in rural districts who wish to 
use them for making coffee at church 
fairs and such events. A 15-gal. water 
heater is used for this purpose, fitted 
up with the necessary spigot for serv- 
ing. They are kept in use practically 
all the time building good will for the 
company as well as helping to adver- 
tise the quickness, cleanliness, safety 
and reliability of heating water by elec- 
tricity. The company does no direct 
merchandising, so the equipment is not 
offered for sale. All arrangements for 
the lending of this equipment are made 
by the home service staff under Miss 
Mildred Elrod. 


Installation Simple 


Given measurements of the size of 
the opening, plus data on the size of 
the ventilating fan, they turned out in 
no time storm windows for his use. 

Whereupon the electrical dealer sim- 
ply had to slip the storm window into 
place, screw it down, pop it in the 
window and run a nearby outlet to 
hook it up. Inasmuch as most electri- 
cal dealers are electricians, and outlets 
their dish, this presented no obstacle. 

Incidentally, it was found that the 
permanent storm window formed an 
ideal means of installing room coolers 
th in places equipped with casement win- Slip your kitchen fan into the storm win- 
nt lows which had hitherto presented 


ail A dow and screw it in place. This takes 
a : unsurmountable difficulties. ten minutes. 
0 





The outlet is the only job the electrical 
| dealer has to take care of, and this is 
right down his alley. 
ed 
ith 
in 
er - 





Dallas Hoover Manager Shows Some Quick Tricks In Cleaner Selling 


ned 
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"Do you gamble with moths?" asks 


NG 





P. F. Relyea, district manager for Hoover 
vacuum cleaners in Dallas. “If you do, 
you take a chance of having ruined 
coats, rugs and other articles that cost 
you many times more than a good vacu- 
um cleaner." The moth story is a sure- 
fire stop, look and listen with women, he 
declares. At the right are two more 
tricks the men use to close sales. 


Here's an expert in calling on ritzy homes. John R. DeFord 
makes a practice of carrying a Hoover advertisement which 
he holds up at the door. Given a glimmer of interest, he 
launches into a rug-cleaning story, and offers to give the 
housewife a recipe. When she goes for paper and pencil, 
he offers to write it down for her. Incidentally, in case 
the maid greets him at the door, he makes a point of sell- 
ing her, and gets her name too. With 52 percent saturation 
in Dallas, and 70 percent of the customers having trade-ins, 
it doesn't pay to overlook any opportunity, he says. 
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The match trick is a good way to get over the trade-in 
obstacle, in the opinion of C. W. Kenworthy, Hoover sales- 
man in Dallas, Texas. “When the going gets hot and heavy 
about the value of the old machine as a trade-in," he says, 
"| pull out a match, burn it as my prospect watches and ask 
her how much she thinks the burnt match is worth.” "Noth- 
ing,” is her natural reply. “Well,” | tell her, “that's just 
what has happened to your old cleaner—it has been burned 
out by use. Why do you think it is so valuable, then?” 
Posing as a housewife is Miss Nina Faulkner of Dallas. 
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You can serve your community and build good will by 
helping friends take care of their present appliances. There's 
no better way than to use the Westinghouse “Care and 
Use” booklet (illustrated above). Get it into circulation. 
Put it to work for you. 

In addition to its 36 pages of urgently needed advice, the 
booklet endorses the Westinghouse dealer as a source of 
dependable service—as headquarters for the finest electric 
home appliances. 

Check these day-by-day suggestions on how to circulate 
this ‘Book of the Year. All of them are being used right 
now-——some by dealers, some by utilities and some by de- 
partment and furniture stores. Many of these ideas can 
be adapted to your use—so check the list bien cd es 
make a plan of your own, 


“) Sa 





1. Use it as a door opener 
in house-to-house can- 
vass on service require- 
ments. 






2. Advise all local 
women’s clubs that book- 
let is available. 





7. Ask every diag 
_ togive booklets to friends — 


- and neighbors. 





8. Have Home Service 
Representatives distrib- 
ute booklets on their 
home calls. 





13. Have your outside 
salesmen leave a book- 
let on every call. 


a am cere EON Ee te re 


19. Arrange a Service 
and Maintenance Center 
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14. Pass out booklet to 
every store customer. 


x * 











20. Present copies of 
booklet to county agents 
and women members of 
local grange. 





E| 


NG 





Alert Merchants are Finding New Ways 
‘Care and Use” Booklet to Work 


to Put 





3. Present booklet to 
women’s page editor of 
local newspaper. 
















5. Dramatize booklet by 
devoting entire window 
to display featuring 
service. 


6. Feature the booklet 
on post card mailings to 
your best prospects. 





10. Tell about the book- 
let in your local news- 
paper advertisements. 


11. Give a booklet to 
every purchaser of an— 
electric appliance. 


. 


12. Offer the booklet on 
local radio programs. 





15. Offer the booklet to 
teachers of Home Eco- 
nomics classes. 


‘ROSE ee ee 


_ 16. Offer booklet free in 
‘small classified adver- 


tisement under “Appli- 
ance Repairs”. 


17. Furnish booklets to 
be placed in prize food 
baskets by local markets. 





WESTINGHOUSE 


22. Offer the booklet by 
typing a note on your 
monthly statements. 





ELECTRICAL MERCHANDISING—MAY, 1942 





ELECTRIC & MANUFACTURING COMPANY 


PORT, at 


23. Offer the booklet in 
connection with cooking 
schools and nutrition 
classes. 


MERCHANDISING DIVISION, MANSFIELD, OHIO 














EE OM A PERT fee 


24. Display prominently, 
window banners and 
counter cards which offer 
the booklet. 
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Toastmaster Toas 


, 
» ES, it’s the new Toastmaster SILENT automatic 
toaster! And it’s as fine a toaster as we've ever built—as 


. . . . . ’ 
fast—as eflicient—as superior in every way! 


However, because of government orders halting production 
of all small appliances May 31, the quantity will be limited. 
It will be prorated equitably among all of our distributors 
—and we are sure that each of them, in turn, will prorate 


his share equitably among his retail customers. 


A PATRIOTIC NEW MODEL! 


This new model is our patriotic answer to the government's request 
that every effort be made to conserve materials during these last few 


weeks of produc tion. 


Our saving is accomplished by using our new Toastmaster Silent Timer, 
which requires much less metal than the Flexible Timer. It has been 
undergoing careful performance tests in our laboratory since early in 
1941, Operated by a silent control, it has proved to be definitely 
up to Toastmaster’s traditional high standards entirely worthy of the 


Toastmaster name and guarantee. 


OTHER FEATURES UNCHANGED 


The Silent Timer is the only substantial change over the former model. 
All of the other famous features that have made Toastmaster toasters 
the fastest-selling in the world are retained to make this new model 


equally appealing to your customers and equally satisfactory. 


A WORD ABOUT SERVICE 


As a further means of conserving materials needed to help win the 
war, we have adopted a policy requiring the return of used parts be- 
fore filling orders for new parts. Toastmaster products needing major 
repairs should be sent to the nearest Toastmaster* authorized service 
station, or to the factory at Elgin, Ill. Your cooperation with this policy 
will eliminate needless delays and will enable us to help you keep your 


customers satisfied. 


TOASTMASTER 


*TOASTMASTER™ is a registered trademark of McGraw Exvecrric Company, Toastmaster 


Products Division, Elgin, Ill. e Copyright 1942, McGraw Electric Co. 
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Salesmen round up cripples which are fixed Johnny-on-the-spot in the truck. 


| Finds Out What Needs Fixing 


ECENTLY released by the Kan- 
sas City Power & Light Company 
was a tabulation of what type of appli- 


ances are fished out of the pantry 
shelves when the repair truck drives up 
and offers to do the job pronto. 


During 1941 the company repaired 
10,165 items, all small appliances. Here 
is the breakdown by percentages: 


Irons : eee 
Lamps .. paw’ eee 
SIR, Ss ce eenns ’ 10.81 
a 6.78 
 Convnsnnn econ eee 5.00 
Clocks : 4.20 
NN as oc awe als 4.10 
Coffeemakers 4.01 
OO Ee 3.16 
Miscellaneous 2.87 
Waffle irons 1.51 
Roasters saa 1.12 
Sewing machines 56 
100% 


Father of the plan was Joe E. 
Porter, Jr., who believed that many 
appliances needing repairs were idle 
because no one in the home would take 
the trouble to carry it to a repair shop. 
By taking service to the door, this ex- 
cuse could be eliminated and the item 
placed back on the line in service. The 
two years in which the company has 
been operating repair trucks show this 
theory to be one of fact. 

Each truck operates in a specified 


IIlinois-lowa Utility 
Publishes Saturation Data 


UST how many dealers it takes to 
J do a stated amount of business is 
revealed by statistics compiled re- 
cently by the Illinois-lowa Power Co., 
at Decatur, Ill. 

In a study of the Champaign, IIL, 
area which comprises seven towns 
with 10,602 meters, it was found that 
19 dealers were selling ranges and 
had achieved 9.7 percent of saturation. 
Only 8 dealers are selling water heat- 
ers, and have rung up only 1.8 per- 
cent of saturation. Things stand bet- 


district and is manned by a supervisor, 
assistant supervisor who is also the 
repair man. A crew of from 6 to 8 
men go along. The truck is driven to 
a prearranged location in the morning 
and the crew work from that point in 
the adjacent blocks. Salesmen at all 
times carry particular campaign appli- 
ance they wish to sell and use the re- 
pair angle as an extra and a door- 
opener. 

First question popped on the cus- 
tomer is for free lamp renewals. Fol- 
lowing comes a query as to whether 
the home has any appliances that need 
repairs. If one turns up the customer 
is given an estimate. Upon approval, 
a quick repair job is turned out as the 
salesman returns the appliance. Some 
repair jobs require over 24 hours and 
the customer gets a form card telling 
him that delivery will be made later. 

As was indicated, new appliances 
have been sold along with repair work. 

The repair truck itself consists of a 
truck body mounted on standard trick 
chassis. The bench is equipped with 
grinder, buffer and testing panel. Un- 
der the bench is a power plant con- 
sisting of a gasoline motor and a 2 kw 
generator providing light for the truck 
workroom and sufficient power to op- 
erate the various repair devices. Bins 
for repair parts complete the arrange- 
ment. 


ter with refrigerators as some 24 deal- 
ers are selling them and have placed 
on the line some 6,298 or 59.4 percent 
of saturation. In the washer field 25 
dealers report themselves as selling 
washers and have 7,061 washers in 
use which is 66.6 percent of saturation. 
Ironers do not stand so well as only 
18 dealers are selling them and have 
rung up only 6.4 percent of saturation. 

In the gas field, for two towns, 
Champaign and Urbana, 14 dealers are 
selling gas ranges and have achieved 
84.1 percent of saturation. In the gas 
refrigeration field only one dealer is 
selling the device and saturation stands 
at .3 percent. 
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It Stopped the Shoppers 





This ingenious window, designed for the Boise office of the Idaho Power Com- 
pany by Ken Newport, stopped both young and old. There was always a crowd 
gathered to examine its details and to watch the door of the shoe mechanicaliy 
close and open, to disclose a miniature electric kitchen provided with all con- 
veniences, including an electric water heater, with whose help, according to the 
window cards, the Old Lady of the Shoe was able to take care of her numerous 
children with ease. One kindergarten class of twenty children with their teacher 


made a field trip to view the display. 


Time Payment on Trade-Ins 


_—o down and $2.50 a 
month on trade-in sales has 
proved a profitable business for 
Younger & Lange, washing machine 
specialists of Medford, Oregon. This 
firm sells some 200 new washers 
yearly, sales averaging well above 
$100. As almost every sale these days 
means a trade-in of some sort, the firm 
has quite a volume of second-hand 
equipment to dispose of. This it ad- 
vertises in the want ad section at the 
low monthly payments quoted above. 
Some of the accounts acquired in this 








BLACKSTONE WILL 


but a surprisingly large number make 
payments regularly and some of the 
worst actually pay off in the end. As 
the price is kept up, the increased 
amount obtained when the full payment 
is made more than overbalances any 
losses. The firm has found that sales 
of trade-ins made in this way will net 
from two to two and a half times as 
much as could be obtained were the 
goods marked down for a quick cash 
sale. The store has a branch post 
office in the rear of its show room, an 
arrangement which greatly increases 
store traffic and also tends to increase 
the volume of trade-in sales. 





Interior and exterior views of the Buck's Electric Store, Durham, Cal. Mr. and 
Mrs. G. W. Sitton, proprietors, are shown at the right. 


Farmers Can Pay In Kind 


HEN a customer finds it diffi- 

cult to meet a down payment or 
a monthly installment on an electric 
appliance, G. W. Sitton, proprietor of 
Buck’s Electric Store of Durham, Cali- 
fornia, is perfectly willing to take the 
payment in kind. He and Mrs. Sitton, 
in addition to operating this uptodate 
electric store, live on a modern 40- 
acre farm. The customer’s pig or cow 
is appraised and allowed for and then 
is turned out to pasture on the farm 
until it can be disposed of at a profit. 
Only a man who knew farm values 
and was able to get his money out 


of the transaction could operate in this 
way, but Mr. Sitton has actually made 
money out of this method of closing 
sales. 

The Durham store is a brand new 
one which opened in August, having 
been rebuilt after a fire which com- 
pletely destroyed the old quarters last 
April. The Sitton’s carried on from 
a warehouse during the interim, ful- 
filling commitments and carrying on 
selling activities without interruption 
until able to take up business in bigger 
and better quarters. They have been 
in the electrical business, serving the 
northern Sacramento Valley during 
the past sixteen years. 
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A Hitler dominated world would have little 
use for Washers or the part they play in our 
economic life. That’s why we’re helping to build 
the arms to make our Victory certain. When 
that has been accomplished ... when we have 
enough of guns and ships and tanks... then 
Blackstone Will Build Washers Again. In our 
more than 70 years of growth, we’ve seen 
American arms triumph more than once. We 
are certain we will see them triumph again. 
BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Division of J n Metal Equi 








t Co., Ine. 
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SAID THE ASH CAN TO THE REFRIGERATOR 











6 ‘THE DOD O. o¢ 


HAS NOTHING ON US!” 


“That bird’s famous because he’s extinct. The way war production is thinning our 
ranks, | wonder if they won't be putting us up there beside the Dodo one of these 
days, with neat little signs on our pedestals, marked ‘Extinct Species.’ ” 


“Don't let it get you down, ol’ man,” said the refrigerator. “Our makers are neglect- 


ing us right now for a mighty good reason. As for me, I'm not discouraged. When 


this war's over, you and I will be right back in the running.” 





And that’s good sense. Eventhough 


the var ha vastly restricted their nor 

roductior Amer il inulacturers 

ol me equip! t have every intention 

ur tomers a or 
as they are free t You may be ahead for improving their homes with 
certa the ure t ting their plans teel products when they are again freely 
for meeting the r f post-war markets available—and to rely on the U-S-S label 
| think it’s im- is a key to quality in these products. This 
portant to keep people nscious of what is our way of backing up our complete 
t to tl é [hat’s why onfidence in the return of the day when 
w : rth the popular maga teel w resume its rightful place as a 

zine courage yn ers t vital factor in better living 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
COLUMBIA STEEL COMPANY, San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 


Scully Steel Products Company, Chicago, Warehouse Distributors 
United States Steel Export Company, New York 


STATES 


| I: I | 
Ne ] ie Oe 
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Plans for Dealers 


A Los Angeles Jobbing House Started Last 
Summer to Help Make Plans for Their Dealers 





GEORGE BELSEY, president George Belsey 
Company, Los Angeles 


S early as last March the George 
Belsey Company of Los Angeles, 
wholesalers of General Electric appii- 
ances, began to see the handwriting on 
the wall. By last June they had de- 
cided that something had to be done 
ibout it—and by “it” they meant the 
welfare of the various dealers which 
they served in California and Arizona. 
Under the personal direction § of 
George Belsey, head of the firm, they 
went into conference. Card records of 
customers were brought out, salesmen 
were called into report, the salesman- 
ager brought out his knowledge of in- 
lividuals and businesses—and together 
they talked over what each firm might 
do 

\t first it was supposed that a pos- 
sible reduction of fifty per cent in the 
supply of appliances might have to be 
faced; later that perhaps this would 
have to be reduced to 30 per cent. 
When actual freezing orders came and 
manufacture of certain lines was 
stopped, the predicament was not new, 
but merely a more acute form of the 
situation already provided for. 

Wtih a volume of applicances avail- 
ible equal to about half that of last 
year, it was felt that most of the 265 
firms the organization served could 
survive with some reductions of staff 
ind overhead. But when it seemed 
possible that the supply might be cut 
to 30 per cent or less, it was realized 
that some other solution would have 

be found 

The solutions which were worked 
ut in conference were varied. There 


was no pattern established which could 


be applied to any group, and no at- 
tempt made to fix dealers in classifica- 
tions. As wholesalers, the Belsey 


company knew pretty well the finan- 
“191 7 > : su? « 2 -* 
cial status of the individual dealer; 
they knew the stocks he had on hand; 
they knew his past history. In most 


knew his family and the 


cases they 
assets or drawbacks which must be 
counted upon in matters outside those 
of business hours. With these things 
in mind, they decided upon possible 
ways out for each firm. 


In some cases it was possible to sug- 


gest cutting down overhead and 
placing greater emphasis upon the re- 
conditioned equipment department. A 
dealer who had perhaps started as a 
wireman and whose initial entrance 
into the merchandising business had 
been by way of the service department 
might again begin to emphasize this 
work and gradually expand his repair 
work to carry the weight of the entire 
organization. On the other hand, the 
man without any technical back- 
ground, whose sole interest was in 
selling might do better to take on some 
other line of merchandise. 


What other line? The Belsey com- 
pany set out to obtain information for 
their dealers which might be of use 
to them. They talked with men who 
were already successfully handling 
furniture, giftwares, crockery, or 
phonograph records and passed on the 
information to the firms who might 
take advantage of it. They even se- 
cured names of manufacturers in other 
lines who could be approached and 
who promised a continuing supply of 
whatever line they carried. 

This then was brought individually 
to each dealer. Long before freezing 
orders arrived, dealers were urged to 
be prepared for a time when the syip- 
ply of electrical appliances might be so 
circumscribed that it could not be 
counted on to supply sufficient volume 
of sales to carry on. They laid in extra 
stocks in advance and also started to 
consider other means of keeping go- 
ing. Each man must find his own way 
out. It was no solution for a dealer 
to take on an unknown line of mer- 
chandise without being familiar with 
the problems involved. Usually the ad- 
ditional line he added was something 
he knew something about. It might 
be his own hobby turned to practical 
account, as when a fisherman and 
hunter added a line of sportsgoods. Or 
it might be a business which has 
grown out of some interest of his 
wife’s, or his son’s or his second 
cousin’s. For some few the answer 
has been to sell out while profits can 
still be made and temporarily to retire 
from the electrical field, being ready 
with capital to enter it again when the 
war is over. 

Out of the firm’s 265 dealer’s, of 
course, about half had found solutions 
About half of 
the remainder have been very glad to 


to their own problems. 


get the advice and have taken it in 
some measure, The remainder are still 
Sut the 
Belsey Company believes there is no 


casting about for the solution. 


need for discouragement. These men 
are the ones whose energy and enter- 
prise enabled them to weather the hard 
times of the depression period. They 
will find a way through the present 
difficulties and be ready to share in the 
benefits which will follow after it is all 
over. The Belsey company plans to 
be there to help. 
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Reduce Overhead .. . 
and CARRY ON 


By Clotilde Grunsky 


MONG the active merchandisers 
A of Reno, Nevada for the past year 
or more has been F. C. Burchett, man- 
ager of the Silver State 
Company. Mr. Burchett came to the 
“big little city” from West Virginia 
where he had already established a 


\ppliance 


record in selling electrical appliances 
mtinued to set standards and 
win prizes in the dry desert atmos 
phere of Nevada. By the end of 1941, 
he had an attractive store in the cente1 


and he c 


of town, plus anothe r across the tr icks 
where used equipment was sold. This 
served as well for a warehouse 

When the present period of restric- 
tions and freezin 


r orders arrived, Mr. 


g 
Burchett was not caught unprepared. 
He had an unusually large inventory 
on hand and was prepared to carry on 
for a considerable period without any 
slack in volume. Looking forward to 
the time when even such foresight 
would not avail, however, he has set 
about putting his house in order. “Cut 
overhead and provide a substitute” is 
his solution. Because the electrical 
business is the one he understands, he 
has sought for his substitute within 
the electrical field itself. 

His plan calls for shutting down his 
main store in the center of town, with 
its high rental and moving into the 
used appliance store across the tracks. 
This is still within a block or two of 
the principal shopping traffic and not 
too inconvenient for regular customers 
to search out, At the same time he is 
building up his service department and 
collecting a backlog of used appliances 
which he plans to recondition and to 
sell when regular stocks are not avail- 
able. 

He has other ideas, too. In addition 
to domestic refrigerators he has been 
able to pick up a number of small com- 
mercial type boxes. These are per- 
fectly adaptable to domestic use—in 
fact they offer just the additional space 
which the home owner is beginning to 
appreciate, and provide an additional 
volume. 

The move t 


the new quarters will 
be made the opportunity for additional 
publicity. Mr. Burchett has always be- 


lieved in advertising and during the 





early days of establishing himself in 


Reno did an extraordinarily large | 


amount of it. This may be reduced 
somewhat as time goes on, as is only 


natural, but he plans to maintain a full 


normal average of advertising allow- 


ance. His telephone contacts at the | 
same time will be increased. 

The store has made good use of the | 
telephone in the past as a means oft 


following up appliance sales and of 
making new contacts. The move will 
give an excuse for a complete cover- 
age of all friends of the store. He 
plans to call up all customers and in- 
form them of the store’s move, empha- 
sizing the extended service department 
and picking up numerous repair jobs, 
as well as any new business there is to 
be had. 

\t the same time, greater emphasis 


is to be placed on cash business. The 


store has always made an effort to | 


point out the advantages to the cus- 
tomer of cash payment and as a con- 
sequence ‘has done about 20 ner cen 
of its business on this basis. This per 
centage Mr. Burchett expects to in- 
crease markedly, The fact that cus- 
tomers already have learned to think 
along these lines will make any rulings 
as to credit terms which the govern- 
ment may impose easier to accept. Re- 
pair work is, of course, a_ cash 
business in any case 

Mrs. Burchett is taking over much 
of the office and store selling—in fact, 
the business as streamlined to meet war 
conditions will be almost entirely in 
the hands of the Burchett family. 

The outlook is therefore reasonably 
bright, no matter what comes. Over- 
head is down—and can, indeed, be 
made a mere fraction of what it 
formerly was. Volume, for the present 
is good. (January business, in fact, 
was 20 per cent above that of last 
year). There is a fair volume of busi- 
ness possible on used appliances alone. 





This is no guess, for this department | 


has always represented about 30 per 
cent of the firm’s sales. Repairs can be 
built up. The Silver State Appliance 
plans to carry on. 
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This Champion model has the sales-making features of 
all Grand ranges, plus super-size (6 burners) and two 
storage drawers. Feature it for extra-capacity cooking. 


Grand’s Exclusive SAFE-TEE-KEE 


All Grand ranges have this 
handy, removable SAFE-TEE- 
KEE that locks off the gas supply 
at a master valve, when range is 
not in use. Burners can’t be acci- 
dentally turned on—gas can’t 
leak or burn needlessly. An econ- 
omy as well as a safety feature. 









glowing heat. Pan is deep 
enough to barbecue a chicken. 


Another of many fea- 
tures that give the 
Grand Champion 
model extra customer- 


appeal. 


GRAND RANGES 
Division of The Cleveland Cooperative Stove Co. 
: CLEVELAND, OHIO 
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G.E. TO APPOINT QUALIFIED 
DEALERS AS SERVICE CENTERS 


Announces New Parts and Service Plan to the Trade 


standard services performed by qualified 
dealers Ips 

Each distributor within service dis 
tance the regional appliance service 
center will have the advantage of a more 
omplete stock of replacement parts than 
e might have been able to maintain, and 
he will not be required to have a large 


investment tied up in parts 


Moreover, there will be fewer replace 
nent parts ing unused on the shelves 
f one regional appliance service center 

an would be required to fill the shelves 

f eacl several distributorships. There 
re, t an requires a smaller backlog 
f par each region, thus conserving 
parts for the customers who need them 


Local G-E Appliance Service Centers 








G.1 ilers who are in a position t 
ff juate repair facilities in accord 
in th minimum standards outlined 11 
he will be authorized as local G.E 
" i service centers in their com 
unities. A complete course of instru 
ion will be given to the personnel of 
dealerships appointed. Trz g films and 
tther instruction courses have alread) 
been prepared, and the first training 
ourses will start early in May. All the 
aterials required for the training courses 
ire available in a complete package 


1 


\ dealership authorized as a local G.I 


appliance service center will be identified 
; Z a 
vy a sign or a decalcomania. This will 
establish his store as the headquarters for 


appliances, plus 
and coop- 
appliance he does not 


services on practically all 
complete service information 
eration on any G.E 
handle 

Some of the requirements which must 
be met by a dealer before he can qualify 
as a G.E. appliance service center 
are the following: (1) maintain adequat« 
trained personnel; (2) maintain an ade 
quate stock of supply parts on all products 
which he services; (3) maintain a repair 
shop equipped to make minimum standard 
repairs; (4) maintain installation and 
service records: (5) maintain and keep 
up-to-date a complete file of G.E. service 
manuals lists and catalogs; (6) 

uurteously handle calls for service he is 
not equipped to render (this means either 
sub-letting the service job to the nearest 
qualified shop, or furnishing complete 
information to the customer on the near- 
est qualified repair station); (7) ade- 
quately identify his store as a headquar- 
ters for G.E. service and to thoroughly 
establish this identification through ad- 
vertising ; (8) equip all ice personnel 
with an adequate supply of tools 


k cal 


price 


service 


Rebuilding Sealed Units 


Electric’s primary purpose in 
the new service plan according to Mr 
Noll, is to supply service” to 
customers whose appliances fail during 
the war emergency. G.E. is not inter- 
ested in rebuilding for indiscriminate re- 
sale old refrigerator units that may be 





General 


“restored 


Decal To Identify G-E Service Stations 





Carl M. Snyder, assistant manager of the appliance and merchandise department (left) 
and Tom J. Killeen, assistant appliance service manager, discussing the decalcomania 
which will identify qualified servicing retailers as the local G.E. appliance service 
centers in their communities. 


MAY 


lying around in warehouses in quantity. 
However, the company is asking the co- 
operation of dealers and distributors in 
turning over to the factory old non- 
working refrigerator units. The company 
regards these units, and all service parts 
and rebuilding facilities, as precious 
things which must be reserved for 
actually restoring service to customers 
who suffer from an appliance breakdown. 

When a sealed unit fails, the dealer 
sending it in for rebuilding, must furnish 
the name of the customer, and must cer- 
tify that it is being rebuilt to restore 
service in the customer’s home. 

Rebuilding of sealed refrigerator ‘nits 
requires factory equipment, and this job 
is too big even for the regional appliance 
service centers. The five G.E. owned fac- 
tory rebuilding centers which have been 
regularly operating in Long Island City, 
Cleveland, Sch’dy., Kansas City and San 
Francisco, will continue to handle re- 
building jobs. 


Following the principle of “restored 


service only” for the duration, G.E. is 
asking its qualified local G.E. appliance 
service centers not to sell parts unless 


the parts are necessary for the operation 
of the appliance. Every effort will be 
made to prevent a run on parts. No con- 


sumer will be encouraged to keep on 
hand spare parts. Only by using parts 
judiciously, G.E. asserts, can essential 


restored service be maintained 


Consumer Literature 


Folders and a booklet for appliance 
users, giving common sense suggestions 
for keeping appliances in good working 
order, are now going to press and will 
be distributed to dealers for use in con- 
junction with the service program it is 
announced by Glenn Gundell, in charge 
of advertising for the appliance & mer- 
chandise department. 

In preparing literature for customers, 
G.E. enlisted the aid of home service 
editors of national magazines, advertising 
managers of several central stations, and 
housewives themselves. This pre-tested 
literature is designed to help eliminate, by 
customer education, unnecessary service 
calls, and to encourage service calls in 
place of amateur tinkering when a service 
call is advisable. Service records over a 
period of years show that a large pro- 
portion of service calls are the result of 
the customer’s lack of information about 
the product, rather than an actual break- 
down. 

G.E. consumer literature will avoid 
frightening the customer into being so 
meticulous about her appliances that they 
cease to be a pleasure to use. Pre-testing 
showed that a light, common-sense ap- 
proach was preferred. 

Although the service program has been 
in the process of development for many 
months, General Electric Company has 
purposely refrained from releasing an- 
nouncements and literature on the pro- 
gram until now, because G.E. executives 
wanted to have the actual machinery of 
a tried and tested plan in operation to 
back up the announcement. 
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Last Appliances Roll Off Industry's Assembly Lines 


- 





Last Eureka Cleaner 


CONVERSION—AHEAD OF SCHEDULE. Here's the last Eureka vacuum cleaner for 
the duration, off the lines a month ahead of time. Although manufacturers were per- 
mitted to build cleaners until the end of April, Eureka quit March 3! to speed the 
production of war material. Shown as the last model comes off the line that is already 


: being converted to war production are, right to left, G. T. Stevens, vice president; 
Last Apex Washer For Duration 


H. W. Burritt, president; and F. H. Longyear, factory manager. 


NO. 2,055,419... . On Thursday, April 16, the Apex Electrical Manufacturing Company 


discontinued the production of washers and ironers in its plants at Cleveland and San- 
dusky, Ohio. Photo shows Apex washer No. 2,055,419, the last washer to be made by 
Apex for the duration, as it reached the end of the Apex assembly line. From left to 
right C. G. Frantz, president; D. L. Derron, vice president; and J. C. Thomas, assistant 


sales manager, watches the crating of the 


Some months ago, Apex erected a large addition to its Cleveland factory for the 
exclusive manufacture of war goods, and already, instruments calling for high precision 
craftsmanship are being turned out for our armed forces. Soon the entire facilities of 
Apex will be devoted to production for Victory. 


Easy Launches Wartime 
Clinic 


SYRACUSE, N. Y.—A three-point War- 
time Clinic to promote consumer con- 
servation of clothes and washing machines, 
to stimulate the purchase of War Savings 
Stamps with savings effected through 
weekly washday economies, and to pro- 
vide dealers with a complete new service 
program, is announced by Easy Wash- 
ing Machine Corporation, Syracuse, N. Y.., 
as the 1942 continuation of Easy’s annual 
Home Laundry Clinic. This campaign, 
currently being presented to key dealers 
throughout the country, was recently an- 
nounced by W. H. Reeve, sales manager, 
to all Easy divisional managers at a spe- 
cial meeting in Syracuse 

Each woman visitor to the Easy War- 
time Clinic will receive a free 24-page 
6”x9”", 3-color book, “The Homemaker'’s 
Wartime Handbook.” If she signs the 
official C. S. Consumer’s Pledge and also 
promises to convert her washday savings 
into War Savings Stamps and Bonds, the 





last washer. 


visitor will be given a free glass Liberty 
Bell bank as well 

Easy plans to distribute 200,000 free 
banks and estimates that the washer 
savings stored in these banks may produce 
as much as $10,000,000 in additional War 
Savings Stamp sales. In a recent spot 
survey, one group of washer owners esti- 
mated savings from $1.00 to $3.75 weekly. 

“If we can conservatively estimate an 


average saving of only $1.25 a week— Last Zenith Portable Heralded 


and if all 18,000,000 U. S. washer own- 





ers would pledge that amount—the wash- COMMANDER E. F. McDONALD, Jr., president of the Zenith Radio 
ing machine in U. S. homes would help Corporation, accepts the last civilian radio “for the duration", a trans- 
contribute over a billion dollars a year to ocean short wave portable clipper, from factory manager W. E. Fullerton 
the war effort,” says B. L. Finn, Easy 


and cheering Zenith workers in Zenith's big plant. From now on Zenith 


advertising manager goes full time on radio war work. 


3ased on consumer conservation not 
only of clothes, but of washers as well, 
dealer activity of the Wartime Clinic will 
center on periodic lubrication check-ups, 
designed to prevent breakage of parts 
and thus save scarce metals. This per- 
mits ready conversion of sales-type per- 
sonnel to the lubrication service which is 
virtually unaffected by shortage of trained 
service men and possible curtailment of 
repair parts. 





Last Westinghouse Refrigerator 


THE LAST WESTINGHOUSE REFRIGERATOR came off the assembly- 
conveyor line recently and the occasion was celebrated by a presentation 
ceremony in which it was given to the local chapter of the American 
Red Cross, to be employed in their services as a blood bank. Autographs 
of nearly 500 workers were inscribed on the refrigerator. The presentation 
was made by J. H. Ashbaugh, manager of the Merchandising Division, 
and was officially received by L. W. Birch, Local County chairman. 
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You can’t 






stop them 


from dreaming 


A MERICA’S men are fighting a war. 
America’s women are doing their part 
through service and sacrifice. But you 
can’t stop them from dreaming of the 
At the 


heart of their dreams is a beautiful kitchen. 


future when peace comes again. 


For the moment, we are working day and 
night to produce the arms that will win the 
fight. But we are not too busy to think of 
the future . .. ours, and yours too! Our 
long-range objective is to make the Amer- 
ican home a better place in which to live 
.. +» to build better sinks and cabinets to 


satisfy those dreams. 


Keep tabs on the future . . . keep in touch 
with A-C! 


AMERICAN CENTRAL MANUFACTURING CoRpP. 


We used to be known as “Auburn Central” 

but, with new men at the helm and 
greatly expanded facilities, we have changed 
our name. Think of us as “American Cen- 
tral” in the future ... and look to us for 


leadership in modern kitchen equipment 





AMERICAN CENTRAL 
MANUFACTURING CORPORATION . CONNERSVILLE, IND. 
RR A ee, 
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Westinghouse 


J. H. (John Harvey) Ashbaugh, nation- 
ally-recognized authority on electric re- 
frigeration, entered a mechanical career 
as a boy of 12 in Pendleton, Indiana. Now 
in his middle 40's, he is Manager of the 
Westinghouse Electric & Manufacturing 
Company Merchandising Division. 

In June, 1918, he started with Westing- 
house in the Company’s student course, 
and for three years he attended night 





J. H. ASHBAUGH 


classes at Carnegie Institute of Tech- 
nology 

In March, 1931, he was assigned to the 
Company's Merchandising Division, and 
vas transferred to the Westinghouse plant 
at East Springfield, Mass., as Assistant 
Manager of Engineering. In less than a 
year, he was named Manager of that 
Department 

As managing director of the refrigera- 
tion engineering effort of the Westing- 
house Company during the period that 
both electric refrigeration and air con- 
ditioning have had their greatest engi- 
neering and commercial development, Mr. 
Ashbaugh has made many contributions, 
notably in the balance and perfection of 
apparatus design. 

In 1935, Mr. Ashbaugh was awarded 
the prized Westinghouse Silver “W” for 
“reorganization of the engineering de- 
partment in times of stress and heavy 
loads. 

In January, 1941, he was appointed 
Acting Manager of Manufacturing and 
Engineering for the Westinghouse Mer- 
chandising Division. 

Appointment of P. Y. Danley as assist- 
ant sales manager of the Westinghouse 
Merchandising Division and H. F. Hil- 
dreth as manager of commercial refrig- 
eration and air conditioning sales was 
announced by T. J. Newcomb, division 





P. Y. DANLEY 


sales manager. Both men will continue 
to make their headquarters in the Spring- 
field, Mass., Westinghouse plant. 

Mr. Danley continues as head of war 
products of the Merchandising Division, 
a position he has held since August, 
1941. In this capacity, he reports directly 


to J. H. Ashbaugh, manager of the 
Merchandising Division. Mr. Danley W ill 
direct merchandise sales activities carried 


on from the Springfield works. 





H. F. HILDRETH 


Mr. Hildreth has been sales develop- 
ment manager of the department he now 
heads since July, 1941. 


Chrysler Airtemp 
Ralph C. Cameron, long experienced in 


specialty selling and dealer relations, has 
been appointed regional sales supervisor 





RALPH CAMERON 


for the northern region of the Airtemp 
Division of Chrysler Corporation, accord- 
ing to an announcement by Paul B. Zim- 
merman, vice president and general sales 
manager. Cameron succeeds Jesse E. 
Hoyt, who will take over important gov- 
ernment contacts at Wright Field. 





PAUL H. DOW 


Appointment of Paul H. Dow as dis- 
trict manager in the home office territory 
of the Airtemp Division of Chrysler Cor- 
poration is announced by Paul B. Zim- 
merman, vice president and general sales 
manager. Dow went to Airtemp from 
Cleveland, where he was sales manager 
ot the zone office of Nash-Kelvinator 
Corp. for the past two years. 
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Hotpoint 


To work closely with public utilities 
in the solution of war time problems. in- 
volving defense housing, army and navy 
camps and bases, Hotpoint (Chicago) has 
inaugurated a new department to be 
known as the Utility Division. 

Heading the newly formed division is 
August H. Jaeger, who until recently has 
been manager of the Water Heater Sales 
Division which has now been merged with 
the Range Division under W. R. Schafer. 

Mr. Jaeger has a background of twenty 
years’ service under the Hotpoint banner. 

With the sale of refrigerators, ranges, 
water heaters, home laundry and kitchen 
equipment on a strict priority basis, and 


Carnegie-lllinois 
Steel Corp. 


Carnegie-Illinois Steel Corporation has 
announced the appointments of Bennett S. 
Chapple, Jr., as assistant to vice president, 
in charge of emergency defense coordina- 
tion, and Robert J. Ritchey, as assistant 
manager of the Sales Promotion Depart- 
ment, in charge of the activities of the de- 
partment in the absence of Mr. Chapple, 
former manager of the department. 


Stewart-Warner Elects Hiter 


RICHMOND, VA.—The annual meet- 
ing of stockholders of Stewart-Warner 
Corporation was held here recently, pre- 





AUGUST JAEGER 


merchandise sales by utilities reduced t 

a minimum the Hotpoint program is one 
of future planning—cooperation with the 
utilities and distributors in laying the 
groundwork for directing the great flow 
of merchandise to consumers that is cer 
- to follow the war period. 

. W. (Bud) Fischer has resigned from 
the pon office staff of Edison G. E. Ap 
pliance Co., Inc., (Hotpoint) in Chicago, 
to join the organization of Standard 
Transformer Company, Warren, Ohio, in 
charge of New York District Sales. Mr. 
Fischer has been associated with Hotpoint 
and General Electric for the past fifteen 
years, in various capacities—wholesale, 
retail and factory. 


General Electric 


J. P. MclIlhenny oe been appointed 
sales manager of the General Electric air 
conditioning and commercial refrigeration 
department, according to an announce- 
ment of J. P. Rainbault, manager of the 
department. The appointment was effec- 
tive immediately, and Mr. MclIlhenny has 
taken up his headquarters in Bloomfield, 


Mclthenny joined the Elliot-Lewis Elec 
tric Company in Philadelphia, around 
1914, becoming general sales manager in 
1925. He held this position until 1936, 
when he went to the General Electric 
Supply Corporation in Chicago as appli- 
ance sales manager. In 1937, he was 
transferred to the General Eléctric appli- 
ance and merchandise department head- 
quarters in Bridgeport, Conn., to do spe- 
cial field work on wiring materials. In 
January of the following year, he returned 
to Chicago as district manager for wir- 
ing materials. Later that same year, he 
was named sales manager of the wiring 
materials sales section field organization, 
with headquarters in Bridgeport. 


G. E. Plastics Division 


The appointment of Paul Wassmans- 
dorf as advertising manager of the G.E. 
appliance and merchandise department's 
plastics division at Pittsfield, Mass., ef- 
fective April 15, has been announced by 
W. H. Milton, Jr., manager of the plastics 
division, with the approval of Glenn Gun- 
dell, advertising manager of the appliance 
and merchandise department. W. D. Hay- 
lon, who until recently was manager of 
plastics division advertising, is now with 
the U. S. armed forces. 


FRANK A. HITER 


sided over by Frank A. Ross, senior vice- 
president. 

Election of the board of directors took 
place, resulting in the re-election of six of 
the seven incumbents. Frank A. Hiter, 
vice-president and general sales manager 
of Stewart-Warner Corporation, _ was 


elected a director, replacing Thomas T. 
Sullivan, retired. ecnehans re-elected by 
stockholders are Robert J. Dunham, 


Irving S. Florsheim, James Knowlson, 
Frank A. Ross, Ralph M. Shaw and Gar- 
diner Symonds. 


Wabash Appliance Corp. 


James J. Flaherty has been appointed 
general factory manager of all three di 





J. J. FLAHERTY 


visions of the Wabash Appliance Cor- 
poration, Brooklyn, N. Y., it was an- 
nounced by A. M. Parker, president. Mr. 
Flaherty, formerly in charge of inside 
frosting operations will be in charge of 
all plant operation in the company’s In- 
candescent Lamp Division, Reflector Lamp 
Division and Superflash Photolamp Di 
vision. 


Electric Vacuum Cleaner Co. 


Julius Tuteur, former president, Elec 
tric Vacuum Cleaner Co., Cleveland, was 
elected to the newly created position of 
chairman of the board at the organization 
meeting of directors. John Tuteur was 
elevated from vice president to president 
and Ralph B. Wilson, executive vice presi 
dent, and Victor M. Cannon, secretary and 
treasurer, were re-elected. All members 
of the board were re elected at the annual 
meeting of shareholders. 
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SMALL GASOLINE MOTORS HELP 
TO KEEP FIGHTING MEN 


® Military men state that cleanli- 
ness is a basic requirement — es- 
sential to morale and health. Mobile 
units—on which is mounted equip- 
ment powered by Briggs & Stratton 
gasoline motors, for heating water - 7 
in volume— provide ‘‘showers’’ for * 

men doing field service, and in tem- . 

porary camps — also used to distill 

water for cooking and medical pur- 
poses — and as sterilizing and 
disinfecting units. 








HE ENTIRE PRODUCTION FACILITIES 
of our company are assigned to the war pro- 
gram. If your equipment is serving the army, 
navy or air forces of the United Nations, or is in an 
“accepted”’ essential industry — and you require 
gasoline motors in uur range of from 33 to 6 H. P 
— we will strive to serve you. 
The service of Briggs & Stratton 4-cycle, air-cooled 
gasoline motors, over a million and a half produced 
to date, can be extended materially by proper care, 
and by periodical inspection for 
damaged or worn parts need- 
ing replacement. Equip- 
ment dealers and 
Authorized Serv- 
ice Stations every- 
where are ready 
to help “keep 
‘em running.” 


BRIGGS & STRATTON CORP. \) 
Milwaukee, Wis., U.S. A. 
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HOW TO 


BOOST REPAIR PROFITS 
THIS Easy WAY! 


Kepare 
30 SECOND SAEES MANUAL 





PAD SET 


saves electricity and clothes! 


IRONING 


The set that saves time . 


When you deliver a repaired electric iron will your inter- 
est stop there? If you are smart you'll make it the starting 
point for the sale of Waterproof ironing that improves 
flatiron performance while saving hours of ironing time 
and electricity. This $2.95 sale carries you regular margins 
of profit. 


It's no trick to convince your customers that the Sunlite 
Waterproof surface Saves clothes from wear, because of 
less ironing strokes. Saves clothes from heat-rot, too, be- 
cause the iron is set for cooler temperatures. Best of all 
the waterproof surface makes ironing easier and smoother! 


* A Trade Mark of the B. F. Goodrich Co 


THE SUNLITE MFG. COMPANY 


MILWAUKEE, WISCONSIN 


SOLD FROM COAST TO COAST THROUGH LEADING 
DISTRIBUTORS 
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SALES HELPS AND 
FROM THE 


CLEVELAND CO-OPERATIVE STOVE CO. 


“Here’s How We Can Help Step Up 
Your War Production” is the title of a 
new booklet recently issued by the Cleve- 
land Co-operative Stove Co., 2323 East 
67th Street, Cleveland, O. 

Pointing out that normally the company 
manufacturers Grand gas ranges, operate 
one of the largest independent gray iron 
and semi-steel foundries which furnishes 
castings to many industries and that, in 
addition, they operate a modern porcelain 
enameling and finishing plant, the company 
goes into detail on its equipment and per- 
sonnel which are at the disposal of other 
companies engaged in the manufacture of 
war materials. 





Universal "'Tel-A-Tag" 


FAMOUS and EXCLUSIVE FEATURES of the 
UNIVERSAL CYLINDER TYPE VACUUM CLEANER 


“TATTLE TALE! A Brilliant | TOE SWITCH! No need to 
red light Bashes when dist | stoop to turn cleaner on or 


bag needs emptying. A pat oll. Motor 
ented exclunve feature 


\ 















AIR-TIGHT COMMECTION! | PATENTED THREAO-PicKinG, 
Hose slides smoothly into | SELF-CLEANING NOZZLE! Can- 
opening and an absolute | not clog, drag or seal on 
aur tght seal ws mede 








STORAGE KIT! A place for | RUBBER SEALED AiR-TIGHT 
every attachment. New | GERM TRAP! Cleans and 
board hangs or stends im | purifies the air while clean- 
closet. Takes little space. | ing 


LANDERS, FRARY & CLARK, New Britain, Cons. 











To give consumer and retail sales per- 
sonnel more detail about Universal cleaners, 
Universal has developed the new Tel-A-Tag 
method of informative selling. Tel-A-Tag 
acquaints the consumer at a glance with 
the features and uses of the cleaner. 


G-E FLUORESCENT ACCESSORIES 


A new folder which describes and 
illustrates G-E accessories for fluorescent 
lighting, has been announced by the con- 
struction materials division of General 





LITERATURE 
MANUFACTURERS 


Electric Company's appliance & mer- 
chandise department, Bridgeport, Conn. 

The folder illustrates starters, lamp- 
holders, starter sockets, combination 
lampholders and starter sockets, and a 
manual control switch. 


ROBOT APPLIANCES, INC. 


The 1942 Robot Kitchen Appliances 
Catalog has been issued by Robot Ap- 
pliances, Inc., Industrial Bank Building, 
Detroit, Mich., according to F. J. Osuch, 
president. The catalog gives complete de- 
scriptions of the residential kitchen equip- 
ment, sinks, cabinets and appliances pro- 
duced by the company and the units they 
assemble to make “modern low-cost 
kitchens. 


EDWIN F. GUTH CO. 


The new #40 catalog of the Edwin F. 
Guth Co., St. Louis presents a complete 
line of up-to-the-minute luminaires for 
fluorescent and incandescent lamps. The 
catalog includes industrial and commer- 
cial lighting equipment designed and engi- 
neered with the benefit of 40 years’ ex 
perience in these fields to provide high 
quality illumination and economical per 
formance. 


WESTINGHOUSE MOTOR 


A pocket size “slide rule” selector for 
electricians, plant maintenance men and 
others interested in the selection of electric 
drive equipment has recently been an- 
nouced by Westinghouse Electric and 
Manutacturing Company. 

To guide in the selection of the proper 
type of motor for each of 44 industrial 
applications, a convenient table lists the 
various uses and indicates which of the 
four principle types of a-c motor should 
be selected. The specifications, perform- 
ance ratings and control classes for the 
required type is readily determined by 
making the corresponding setting on the 
slide 

Information is obtained from the se- 
lector by setting the cardboard slide for 
the proper motor type and then reading 
its specifications through the window in 
the acetate envelope. Pertinent facts such 
as horsepower ratings, speeds, voltages, 
frequencies, and starting and pullout tor- 
ques are thus secured. The reverse side 
of the selector shows which of the various 
magnetic and manual controls are avail- 
able for each type of motor and lists the 
proper control number. 

This motor and control Electric Drive 
Selector, SA-714, can be obtained from 


| Westinghouse district offices and dis- 


tributors. 





Motor and control selector slide rule recently announced by Westinghouse 
Electric and Manufacturing Company. 
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Employing a patriotic color scheme in the 
costume of the shapely figure which is the 
keynote of the piece, Robbins & Myers, Inc., 
Springfield, Ohio, has readied a new three 
dimensional display for the approaching 
fan season. A silken red, white and blue 
sash fastened to the display at the girl's 
waist waves and flutters as it might in a 
breeze each time the fan oscillates in the 
direction of the figure. 


Silex Filter Display Card 


‘i Lex 
Perfected 


FILTER 





BULL'S EYE DISPLAY .. . For it's promo- 
tion on the new Silex "Safety-Lock" Filter, 
the Silex Co., Hartford, Conn., has pro- 
duced this 3-color display card which will 
be supplied with every filter order. The new 
filter fits Silex and other coffee-makers, 
retails for 50 cents. 


Premier Service Sign 





A striking display card has been produced 
by Premier for the use of appliance dealers 
to promote reconditioning of their custom- 
ers' old vacuum cleaners. This card may be 
used independently or in conjunction with 
a display of “old timers” . . . old Premier 
cleaners that have been modernized and 
completely reconditioned and ‘guaranteed 
to work like new and look like new." 
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These high speed Torpedo Boats 
are vital for victory, and hell for 
Hitler. Some place within them is 
a bit of Chromel resistance wire. 
In these boats, otherwise, are also 
goodly amounts of nickel and 
chromium. Hence it is clear why 


Chromel is scarcely available for 


aang -)iey:\ am. ia-\il lcm aed, 


domestic use. But to forego the 


conveniences that Chromel has 














brought to millions of homes for . 


i ritice. 
so many years, Is not a sac ifice Chromel is not available for domestic 


use, due to the demand of war 
production for Chromel, and nickel 
and chromium. Please bear with us. 


It is a willing contribution from 
you and us, all of us wishing we 


could do more. . 


HOSKINS MANUFACTURING COMPANY - DETROIT - MICHIGAN 
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MAKE = 


BIG PROFITS | 


Selling This Window Ventilator 


MORE FEATURES...LOWER PRICE 





FAIRBANKS-MORSE *% 
VENTIL"“AERE FF 
Dealers find the F-M Ventil-aire the easiest unit of its 5 


kind to sell. No other window ventilator offers so much 
for so little cost. It is priced lower than most, yet it has 


more fine features. 


Unlimited Market 


Homes are one big, barely scratched market for the F-M 
Ventil-aire. Offices are another. Hospitals and sanitariums 
are “naturals” for this unit. Hay fever and asthma sufferers 
comprise still another big group of prospects. And because 
the Ventil-aire is a mew product, all these markets are new 
markets, not replacement markets. 


This One Unit Serves Five Ways! 


It brings in and filters fresh outside air, removing 99% 
of pollen, dust, and soot. Eliminates outside noises. 


It recirculates and filters inside air — eliminates cold 
zones. 


It brings in outside air, mixes it with inside air, and 
filters both. 


It brings in fresh outside air, filters it, circulates it, and 
exhausts it. 


It exhausts inside air, to remove smoke and odors. 


ACT NOW! Get the complete story on the profits you can 
> 


make selling the F-M Ventil-aire and other 





units of the complete F-M line of Air Conditioners. Send the 
coupon! 


ong 
1¢ 
Fairbanks-Morse & Co., Dept. E136 } ? 
600 S. Michigan Ave., Chicago 
cud Without weap a ny we'd like to know more 8 
about your dealer proposition on the F-M 


Ventil-aire and other F-M Air Conditioners. 


FOR THE FULL Firm name 


BIG-PROFIT STORY Address if 
City State . 


gee a 
PAIR BANKS -MORSE 





ro) 











Zenith Floating Radio Lab to Navy 


ELECTRA'S SUCCESSOR . . . The luxury yacht “Mizpah" floating home and experi- 
mental radio laboratory of Commander E. F. McDonald, Jr., president of Zenith Radio 
Corporation has been turned over to the U. S. Navy for war-time service. Since the 
de-commissioning of Marconi's famous “Electra, Mizpah has been the only floating 
radio laboratory in the world. 





Boston Edison Wins Shaver Window Prize 


The Boston Edison Company won the $300 first prize in General Shaver's (Rem- 
ington) recent shaver window display contest. Utility companies, department 
stores and dealers participated in the contest for which $3,000 in prizes were 
awarded, according to Herbert Simpson, advertising manager. 





Indianapolis Keeps a United Industry 


MORALE MEETING .. . As a means of keeping a united industry, the Electric League 
of Indianapolis is conducting four industry meetings presenting subjects of timely 
import to every branch, according to Walter O. Zervas, managing director. The first 
meeting on “War Problems’, above, convened recently and was addressed by Frank 
Hoke of WPB on."Converting Small Industry to War Production". Other speakers 
and some entertainment closed the meeting which was voted a great success and 
worthy of emulation in other cities. 
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Survey Shows 21.6% 
Shaver Use in Milwaukee 


MILWAUKEE—Continuing gains in the 
number of users of electric shavers are | 
noted in the consumer survey just issued 
by the Milwaukee Journal, 4,206 more 
men are reported as using electric shavers 
in Milwaukee in 1942 than in 1941, bring- 

| 





ing the total number of users to 59,271 
or 21.6 percent of the total number of 
men shaving in that city. 

Of the 29 makes of shavers said to be 

in use by Milwaukee users, only seven 
brands are used by more than one per- 
cent of the men. In this group, Schick led 
with 46.4 percent of the shaver owner- 
ship, Remington Rand was second with | 
22.5 percent, and Sunbeam third with 15.6 
percent. Three of the four remaining 
firms mentioned among the first seven 
stopped manufacturing prior to 1942. Total 
number of brands in use dropped from 40 
last year to 29 this year. 
e Aside from the over-all increase in 
the number of electric shaver users, the 
most significant trend noted in the survey 
is the large percentage of owners in the 
middle and lower income brackets. 32.2 
percent of the owners were in the upper 
income group, defined as paying $50 or 
more in rental values; 67.8 percent of the 
owners were in the lower three classes 
of income as defined in the survey. 


WARS ils OK! I'l tell you how 


"Ambassador of Light’ to get it te eh 











Take it from my experience: When Mrs. K. T. (that's 


my mistress) needed service on her washing machine 


she walked r ght over, picked me up, and turned to my 


























DIRECTORY 


CLASSIFIED TELEPHONE i i 


Washing Machines-Repairing 
































t-5A41 
lard Appliance Service 6307-24th NW... SU nse 
BEN FRANKLIN ELECTRIC - OING 
OFF TO SOUTH AMERICA ... Dr. Mat- y REPA nteed 
thew Luckiesh, director of lighting research Fully os sed 
for G-E's lamp department, leaves for South Only Genuine a dix 
America by plane June 18, on a 15,000-mile - Haag—Thor—Easy—Ben “ 
flight to principal South American cities to B C.—Speed Queen— Apc. 
lecture on the "Science of Seeing”. onion—Meado .. Be : 
153: Very Low Weekly Term 
{ Free Estimates 
4-53 rts aw See wee oS, MA In-8622 
Eurek Full 5 26. & Union . ----- a 
ureka on ru —— 
° DAVISON SERVICE co = 
/ ces 
War Production La) Expert Service—Honest 
thous! ' 7 All Makes 
Although manutacturers were permuttec 
to make vacuum cleaners until April 30, P 
Eureka stopped cleaner production a Ps ME lrse 7460 
month earlier to speed the output of wat ME irse-7460 
material, according to Henry W. Bur 








1905 45th ..--- 2-0 ooo 
atte CO oan MA In-0660 





ritt, president of the company. 
Production of vacuum cleaners by this 
leading manufacturer was halted March 
31, and all available space and men were 
pressed into service making parts for 
bombing planes, gas masks and other 
“win-the-war” items, Burritt said. tisement because it offered the kind of service she 
The company has been engaged for 
more than a year on production of war 
materials, he stated, with domestic pro- | 
duction steadily yielding to war work as_ | 
fast as Government assignments appeared. | 
| 




















Classified Section. She was attracted to this adver @ service man came over and repaired her machine 
before you could say, ‘Classified!’ Are you getting 


your share of business from America's popular service 


wanted: She telephoned, and 


and sales guide?” 





Eureka factories here turned completely - 
Chon the fet ot the fae year | FOR HELP IN PREPARING YOUR ADVERTISEMENT, call your tele- 


cleaners was assembled. 


_ lurritt reported Eureka’s rapid transi- phone company and ask for a Directory Advertising Representative. A trained man 
ely tion from domestic to war production to ; , 

inst dealers and distributors, urged them to —who knows the sort of information prospects look for when they want 

ol maintain service at a high level for the 


benefit of the public and assured them ° ° ° ° ’ 
ers that the company will continue its re- service or when they want to buy—will gladly assist you in making your 
and search in the household cleaning equip- 


ment field. advertisement effective. Call him now. 
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iv” ECONOMY.. \:: 
i} GREATER |i 
i) EFFICIENCY... |i: 
| Adeanlogesof = ie 
i) WAPORIZING [i 


TYPE 
OIL 


jor WARTIME 
* HEATING 


= 


“More Heat per pound of metal’ — 
is one good reason why Circula- 
tors, Hot Water Heaters and Fur- 
naces using the VAPORIZING 
TYPE OIL BURNERS will be on the 
“preferred” list this year for De- 
fense Housing Contractors, build- 
ers, and home owners. For War 
naturally highlights the importance 
of Economy in providing for the 
comfort of civilian workers and 
their families looking for truly 
modern heating. 


DEPENDABLE 
OIL CONTROLS 


offer important service in making these 
heating units completely dependable, eco- 
nomical, and “trouble-free” — offering com- 
plete customer satisfaction with a minimum 
of service attention. Used on the majority of 
Heating Appliances, A-P Controls are there- 
fore a valuable sales feature that Dealers 
may use to great advantage. 


Retailers! Write for your copy of the new 
“A-P Album of Space Heater Selling.” 
You'll find it profitable in adding EXTRA 
sales and profits through more effective 
selling—and through new “Accessory” 
sales like the A-P THERMOSTATIC HEAT 
REGULATOR SETS so easily added to 
every A-P Equipped Heater. 


7 
AUTOM pRonUCTs CoMPaRY 


MILWAUKEE m4 wisconsin 
re Ll 
— — — * - 
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PREMIER ANNOUNCES 
GUARANTEED CLEANER 
SERVICE 


To Be Nationally Advertised 


CLEVELAND—Vacuum cleaner service 
that is guaranteed by dealer, manufacturer 
and national magazine—a development 
that is believed to be an innovation in the 
electrical appliance industry—has been 
put in effect by Premier Division of the 
Electric Vacuum Cleaner Company, ac- 
cording to an announcement made early 
in May by R. B. Wilson, Premier's 
| Executive Vice President. 
“Certified Guaranteed 
| name given to this new system—a 


Service” is the 
“brand 





GUARANTEED 
JEDSERVICE 


For Premier Cleaners 
This certified reconditioning service 
includes a complete check-up and 
report of necessary repairs @ Ad- 


Cer 


vance quotation of exact charges 
@ No work done without explicit 
authorization e Repairs by trained // 
experts eGuaranteed replace- ; 
ment of Premier repair ports 

and workmanship if found 
defective within one year. 





A sample of the guarantee to be 
given customers by Premier dealers 
name” that is currently being advertised 


in national magazines. It will be made 
available only through those dealers who 
can meet the high service standards set. 


Complete Check-Up 


This new certified and guaranteed re- 
conditioning service includes a complete 
check-up and report of necessary repairs. 








Dealers operating under this system will | 


| be required to give advance quotations 
of exact charges to the consumer. No 
service work is to be done without the 
owner's explicit authorization. Servicing 
and repairs will be done by competent 
and fully trained service men—and to 
make this possible Premier is offering to 
train the key service men of authorized 
dealers at Premier’s factory branches. 

All service work performed under the 
| provisions of Certified Guaranteed Serv- 
ice is guaranteed against defective ~.ork- 
|manship and replacement parts for one 
year from the date of service. The guar- 
antee is given by the dealer rendering | 
the service and this guarantee is backed | 
by the guarantee of Premier and of 
| Good Housekeeping magazine if the serv- 
ice so rendered is detective or not as 
advertised therein. 


National Advertising 


| 
| 
| 
| 


To carry the story of Certified Guaran- 
|teed Service directly to the housewives 
who will benefit from it, Premier is using 
half-page and two-thirds page advertise- 
ments in such well known publications as 
the Saturday Evening Post, Good House- 
keeping and Life. Premier officials be- 
lieve that they are taking a most import- 
ant step in furthering the interests of 
dealers and consumers alike in thus de- 
veloping and advertising a specific and 
standard “brand” of service 

Early in June a meeting of all Premier’s 
division managers will be held in Cleve- 
land to point up Certified Guranteed Serv- 
ice as the spearhead of Premier’s program 
for merchandising service through deal- 
ers for the duration of the war. Premier 
| officials are. convinced that Certified 
Guaranteed Service is one of the con- 
structive answers to the problem of how 
dealers can survive wi 
ances to sell—until the 
tory 
| ture of new appliances. 





time when Vic- 


without new appli- | 


again makes possible the manufac- | 
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Sail are the seven 


rela] ale, work in the four raelaal i 
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winds that blow 
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Simplifies, speeds up 
and improves the 


PLANNING AND SPECIFYING 
of ELECTRICAL WIRING JOBS 


New you can make sure that plans and specifications tell all and 
tell it elearly—to help sell the job, and cut down losses from mis- 
understandings about what's to be done and how it’s to be done. 
This new book gives a simple guiding system—tells in the most con- 
cise, direct manner what steps to follow, what data to use—a valuable 
teol for designers, estimaters and contractors. 


ELECTRICAL WIRING SPECIFICATIONS 


By Earl Whiteherne and Do you want to know just what sort of proposal is most 





the Editerial Steff of effective for a small job? Do you want to make sure you 
Electrical Contracting get in everything that should go in a big job? Do you 
181 6x? want to be sure of considering all pertinent rules and 
iMustretions, 33.50 standards that affect a particular job? Do you want to 





THESE CHAPTERS 
1. Taking the Gamble eut 
of Wiring 


in the form that eliminates mi stc 


This book gives you a step-by-step gesveduse for drawing 
up wiring plans and that will do a better 
selling job and aid efficient construction. Covers wiring for 





know how to put installation parts, materials, costs, etc., 
qs? 











Part 1. yeas, yr ® light, power and signaling—in industrial, commercial, farm, 
ouses: “ane FARMS and residential buildings—outlining a simple way of de- 


veloping specifications, and giving guiding rules of the 
National Electrical Code, standards, engineering data, 
and diagrams to simplify your work. 


2. Residential Wiring 
3. Apertment-house Wir- 


4. Wi Farm Buildin 

Pert ll. Wikine Commer. 7""""**** 10 DAYS’ FREE EXAMINATION =#*#2=0=; 
CIAL, INSTITUTIONAL, AND : McGRAW-HILL BOOK CO., INC., 330 West 42nd Street, New Yerk : 
FACTORY BUILDINGS s Send me Whitehorne’s Electric Wiring Specifications for 10 days’ 5 
a ee a 
6. Waet te De fer Light. = accompanied by remittance.) ° = ° 

. 
7. What te De for Power © TIRED cccceseccccccccccccccecccccvccescoovesscccsoscccecescosccesecs : 
8. Prevision for Heating . ° 
Lead © AGGTOGS .. 2... eee eee eee eee e eee e eee eneeeesneneeeeeteeeneenneesenens ° 
6. —_-— & aad ‘ : GF GS BIR 6.066060 06000 5hb60b0608060006000 000 besetestncescenese > 
. 
MMI eB races nsssnssccncendsscecnsnentecsosncunsocnscensesssnpssontn : 

- 
i a FEM. 5-42 © 
a (Books sent on approval in U. S. amd Canada enly.) 4 
Appendix. Code Tables wrTiIIIiiiiiiiiiitiitiitiiiiiiiiitiiiiiiittti iti 
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New Hygrade Baby | tion, both of the quality of their product 
| and of the design of newer and more effi- 
cient models for the post-war era.” 
Mr. Hamaker succeeds H. A. R. Dut- 
ton, president of the Acme Metals Prod- RDAY 
ucts Corporation, as president of the Steel THe saTU 


| Kitchen Cabinet Institute. Mr. Hamaker 
is general manager of the Berger Division E “2, TP J 
Ger 0 ae THE: 
_773 tet salty 


of the Republic Steel Corporation, Can- 
seek torr ter, CPCS : 


ton, O. 
Toostfinr ae 8* i by oeede 


Other officers elected at the Chicago 
meeting of the Institute are as follows: 
srached 
cow with breeds ane ondert 





| 









gvenine POST 


Vice President, C. Fred Hastings, of the 
American Central Manufacturing Corpo- 
ration, Connersville, Ind.; Treasurer, 
R. W. Reid, of the Elgin Stove and Oven 
Co., Elgin, Ill.; and executive secretary, 
| S. S. Keeney of Cleveland, O. 





jCrispet 
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excho cow € 
roast. exare dericne je the #1 
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Barlow & Seelig Re-Elects Officers 


RIPON, WIS.—AII officers of Barlow & 
Seelig Mfg. Co., makers of Speed Queen 
washers, were re-elected by the directors 
following the annual stockholders meeting 
April 7. Officers are: H. A. Bumby, 
president; R. C. Stuart, chairman of the | 
board; Mrs. H. R. Scott, vice-president, 
and W. A. Royce, secretary and treas- 
urer. R. C. Labisky is also a director. 
Directors named by American Ironing 
Machine Co., Algonquin, Illinois, subsidi- 
ary of Barlow & Sellig Mfg. Co., are 
H. A. Bumby, R. C. Labisky, M. A. 
Toussaint, Mrs. H. R. Scott, J. B. Mur- 
ray, and W. A. Royce. Mr. Bumby is 
president ; Toussaint, vice-president ; 
Royce, secretary; and Lahisky, assistant ) 
secretary and assistant treasurer. H. G. 


octot 
re nearest Pr , 
ene Service Station 
it + classified pages d 
1. Consu - a 
pliances. 
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\ ical AD 

: \ der “Electrical 

Carles is treasurer. 2. See instruction a 
Two new sizes recently added to Hygrade lon By 3. See any Proctor dealer. 
Sylvania Corporation's fluorescent lamp line | = 2 —— ——____— aa 


parts and sery= 


tor repair Pé inue to 
are the 6-watt and 8-watt lamps. They are Proc will contin 





ee , ice are— An" able. nad 
designed for supplementary lighting pur- Bendix Officers Re-Elected be—readil ates Div, Proctor 
 aggsen for — pore pining oman At a meeting of the stockholders of Elecnwarts,ine.,Ppile. Est 

in counter lighting and over machinery. | pendix Home Appliances, Inc., held in 





They are also suited for a wide range of 


other uses: Bed lamps, pin-up lamps, desk | Street, at 11:00 A.M., April 14th, the 
lamps, and for artistic direct or indirect | following directors of the Company were 
illumination of mirrors, pictures, walls, etc. | re-elected: J. S. Sayre, Vincent Bendix, 
The picture above shows the contrast in Hector J. Dowd, Hugh R. Johnston and 


size between the tiny 6-watt lamp and the a! Ross. - AiR aa Serving Your Customers 
100-watt lamp. Following the stockholders meeting, a 
Directors Meeting was held, at which the S i YO U 
erving 


the company’s offices, 3300 West Sample 





| following present officers of the company 
— ieee amare : were re-elected: J. S. Sayre, president, 


7. : Hugh R. Johnston, vice president, secre- 
Kitchen Cabinet tary and treasurer; A. G. Bartz, assistant Each month in The Saturday Eve- 
Men Elect Hamaker | secretary and assistant treasurer. ning Post and Good Housekeep- 
cisiiaintenae ing your Customers are assured 
CHICAGO, ILL.—‘Steel that formerly | se ‘ 


of the satisfactory service of 


went into kitchen cabinets is now going Proctor appliances. Proctor is 


to war in the form of tanks, guns, ships Western Market 


“ servin our Customers and serv- 
and other vital war materials,” says L. S. Week Set For Aug. 3-8 in Sy by continuing every- 
Hamaker, newly elected president of the § you by & y 
Steel Kitchen Cabinet Institute. “Even Western Fall Market Week is sched- 


month national advertising— 
emphasizing the ready availabil- 
ity of Proctor repair parts and 
service. 


steel for the undersink cabinet units in | uled for August 3-8, in the Western 
Defense Housing will be cut off after | Merchandise Mart, San Francisco. Meet- 
May 3lst,” he continued. ing wartime conditions is to be the theme 

“Although all our members will soon | of the gathering, which will include the 
be using their entire productive capacity | usual trade meetings in addition to the 

















; e pre usual — 4 J Authorized Proctor service 
N for vital war needs,” said Mr. Hamaker, showings of furniture, floor coverings, stations are now listed in the 
committees sponsored by the Institute | appliances, gifts and housewares, draper- Sooaiind : f 1 I tel 
will continue their work of standardiza- | ies, linens and domestics. Classified sections O ocal tele- 
, phone directories (under “Elec- 
you —_———— — trical Appliances’). Proctor 
you lla H Its V dealers can obtain parts and ser- 
g Honors Its Veterans vice at the nearest ‘authorized 
‘he service station. Service station 
bills you. You may bill customer. 
wing Or, if you or customer prefer, 
Detter the transaction may be direct 
g for between Proctor user and ser- 
a. vice station. 
f the 
data, 
anes, 
ork 5 
days’ $ | 
sfewes | ‘ 
ders © © This emblem identifies each 
. Proctor authorized service sta- 
het . . tion. If you are interested in 
Pa Pvnk | obtaining this franchise, write 
i 25-YEAR MEN CELEBRATE. . . . Ten qualified employees of the Ilg Electric Ventilating | today to Dept. SP-2, Proctor 
—) ° Company sat down at this banquet in Chicago recently to celebrate their joining the ElectricCompany, Sales Division, 
trees : \lg 25-Year Club, Gold watches were presented by P. D. Briggs, general sales manager. Proctor & Schwartz, Inc., Third 
5 as New members included M. Dalke, C. Genin, L. Guck, W. H. Hallsteen, M. Koshar, mah nny Aachen Sor aa 
eet F. Kukowinski, W. H. Reitz, F. Wajrowski, A. Zmich and R. Kaan. | , y . 
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MAKE EXTRA PROFITS 
THIS SUMMER 


Here are three profit opportunities that can’t miss—R & M 


large-capacity fans! They will help you replace part of your lost 


major-appliance volume. 


Last year, working at top speed, 
we couldn't supply the demand for 
these fans. And this summer our 
stocks are limited by material 
shortages and war production— 
yet everyone predicts a much 


greater demand! 


These R & M fans will sell—and 
sell fast! But getting them so you 





Re M PORTABLE 
HOME COOLERS 


Give the apartment, small 
home, store or office first-rate 
ventilation at very reasonable 
cost. Placed in a window and 
plugged into a nearby outlet, 
they exhaust hot indoor air 
and draw in cool outdoor air 


through other windows 


DETAILS AND PRICES: Model 


illustrated is also available 
with legs —delivers 3850 cubic 
feet of breeze per minute 
Other models, for window- 


frame mounting, deliver 4000 
and 7500 cubic feet. List prices 


range from $69.20 to $87.35. 





can sell them will depend on how 
quickly you let your distributor 
know how many you'll want. Get 
in touch with him immediately and 
give him your order for delivery as 
soon as possible. If you don’t know 


the name of your distributor, write 


ReM AIR 
CIRCULATORS 


Widely used wherever power- 


ful air circulation is required 
in shops, homes and offic>s 
the year round as well as 
Motor 


mounting permits fan to be 


during hot weather. 
tilted at any desired angle for 
maximum effect. 


DETAILS AND PRICES: Model 


illustrated is for bench use. 
Other styles made for floor, 
wall and ceiling mounting. 
Made in two sizes; oscillating 
and stationary types. Deliver 
7500 and 9500 cubic feet. List 


prices, $62.10 to $106.90. 


us or the nearest R & M Branch 
Office listed below. 








ATTIC FANS 


Very popular in homes where 


complete changes of air are 
desirable. Fan alone, without 
housing, is suitable for wall 
mounting in restaurants, 
stores, and offices where ex- 
tremely 


quiet operation is 


essential. 


DETAILS AND PRICES: Four 
sizes, delivering from 5500 to 
15,000 cubic feet. Prices range 
from $86.00 for 30” size as 
illustrated, to $262.00 for 48” 
size complete with suction box, 
automatic shutters and ceil- 
ing grills. 


Doing Our Best for America! 


A 
~> 


WE KR & M fans are serving in Army Camps, on shipboard, and in w 


Army and Navy Hospitals. R # M Motors, Hoists, Cranes, 


duction in countless armament industries. 


Moyno Pumps and Machine Tool Drives are speeding pro- 


ROBBINS «x MYERS - INC. 


SPRINGFIELD, OHIO «¢ Branch Offices in: 


NEW YORK, 200 Varick St. 


CHICAGO, 2400 W. Madison St. 
KANSAS CITY, 2105 Grand Ave. 


PHILADELPHIA, 401 N. Broad St. 
NEW ORLEANS, 500 Camp St. 


DALLAS, 1100 Cadiz St. 


SAN FRANCISCO, 237 Rialte Building 
THE ROBBINS « MYERS CO. OF CANADA, LTD., Brantford, Ont. 
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Maintaining Residential Usage 





thing is needed to take its place. He 
has available plenty of bench tools, 
lathe, grinder, press and other equip- 
ment which is adaptable to appliance 
repairing. He has men in his employ 
who are not subject to draft and would 
like to stay with him. Certainly it is 
to his advantage to hold this organiza- 
tion together if possible. 


Appliance Salesmen and 
Home Advisors Can Help: 


With adequate training the appli- 
ance salesmen and home advisors can 
take care of a good many screw driver 
and plyer repair jobs and they can be 
further helpful by referring the cus- 
tomers service to dealers that 
are properly equipped to handle them. 
This ties in with a couple of other 
ideas which are in the making, namely, 
salvaging worn out and scrap appli- 
ances, and the redistribution of usable 
but inactive appliances now in the cus- 
tomers’ home. 


needs 


Appliances and Lamp Bases 
Have Scrap Value: 


The idea of gathering old appliances 
of all kinds and descriptions, including 
burned out lamp bases, etc., for their 
value as critical materials. is 
not original and we believe it has a 
great deal of merit—so much so that we 
would seriously recommend launching 
such a campaign on a national scale. 
Utilities would have to take the lead- 
ership, but all dealers could be tied 
into the program. It is possible that 
the work involved could be done on 
a cooperative basis so that whatever 
could be realized from the sale of this 
scrap would be turned over to the Red 
Cross or a local charity, 


scrap 


Redistribution of 
Inactive Appliances: 


The second of these two ideas is to 
convert into active use, appliances 
that are now inactive in the customers’ 
home, either by reselling the customer 
on the use of the appliance or perhaps 
buy it with the idea of reselling it to 
some other family who cannot buy 
the item on the open market. After 
all, why should one family want for 
the need of an appliance that someone 
else owns but for some reason not us- 
ing. When the supply of new appli- 
ances dries up, such a scheme may be 
the source of a sizeable appliance 
supply. 


Combining the Work of the Ap- 
pliance Salesmen and Home Ad- 
visors: 


In order to continue the widest possi- 
ble customer contact, we anticipate the 
necessity of combining the work of the 
appliance salesmen and the Home Ad- 
visors. Under the present method of 
operation there is some overlapping in 
the territories assigned to the members 
of each of these groups, but as person- 
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nel shrinks, which we feel sure will 
happen, we propose to eliminate this 
overlapping condition and assign ter- 
ritories to each salesman and home 
advisor, in which each will be expected 
to carry on the work of the two de- 
partments, plus such other field con- 
tact work as may be assigned. 


Estimate of Threatened Revenue: 


It is probable that we would all like 
to get some idea of the revenue loss 
that would result from appliances that 
may be taken out of service for want 
of adequate repairs and cannot be re- 
placed by new equipment as in normal 
times. Such light as we are able to 
shed on this subject is taken from data 
gathered in a recent spot survey of 
approximately 1,700 typical middle 
class residential customers. It would 
be boresome to recite all of the sta- 
tistics developed from this survey, but 
a few of the highlights are interesting 
and for convenience the data has been 


translated to the basis of 1,000 cus- 
tomers. 

The survey covers ranges, water 
heaters, refrigerators, I.E.S. lamps 


and 10 other of the most commonly 
used appliances—which total 8,397 ap- 
pliances or practically 8.4 units per 
home. Of this number 57% were less 
than 5 years old; 27.4% were 5 to 10 
years old; and 15.6% were more than 
10 years old. However, 762 appli- 
ances, or approximately 9%, were not 
in active use. Of this number, 205 
were out of service for need of repair 
and 557 for some other reason. This 
last figure supports the idea that some 
means should be found to redistribute, 
to those who need them, appliances 
that are in good condition in the cus- 
tomers homes but not in active service. 

The survey showed that the number 
of appliances not in use increases 
rapidly with the age of the appliances. 
Those in need of repairs went from .7 
of 1% for those one year old to nearly 
6% for those 10 years or older, while 
the rate for appliances in good condi- 
tion but not in active service rose from 
2.3% for the one year old to 15% for 
those that were 10 older. 
Considering that these increases have 
occurred under normal conditions, 
when the appliances could be repaired 
or replaced, it is safe to assume that 
the rise will be much more rapid when 
replacements are impossible and re- 
pairs are more difficult to obtain, 
unless we make some definite effort 
to keep them in service. 

To arrive at an estimate of the us- 
age by classes of appliances, we esti- 
mated the kilowatt hour use per 
appliance based upon the estimated 
kilowatt hour consumption of each 
appliance as given in the E.E.I. Bul- 
letin in February 1941, with the ex- 
ception of ranges, water heaters and 
refrigerators. In the case of these 
three appliances we took our known 
saturation, multiplied by the annual 
kilowatt hour consumption and divided 
by the total number of customers: 


years or 
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Average per Residential Customer 


Per Year 
Lighting 333 KWH 
Range 127 KWH 
Water Heater 117 KWH 
Refrigerator 267 KWH 
Other Appliances 282 KWH 
1,126 KWH 


From this breakdown we find that 
30% of our consumption is from light- 
ing, while 70% of it is from appli- 
ances, and if we grant that these 
figures are reasonably accurate, i: fol- 
lows that the major part of the task 
of Maintaining Residential Usage lies 
in continuing all existing appliances 
in the hands of the customer in active 
use. 

If we assume an average of 10 year 
life per appliance in use, it would be 
possible to experience, based upon the 
kilowatt hour usage as already quoted, 
a drop of 10% in appliance use, or 79 
kilowatt hours per year per customer. 
In actual practice the figure wouldn't 
be as high as this immediately, because 
many appliances can be used beyond 
a 10 year life—many of them could be 
partially used even though they needed 
repairs and still others would fall 
short of their 10 year age. So to be 
conservative, we might reduce this by 
50% or say 40 kilowatt hours per vear 
per customer, which, if valued at 24¢ 
per kilowatt hour, would mean a loss 
of $1.00 per customer per year, and 
because of the pyramiding effect would 
be $6.00 for a three year period or 
$15.00 per 
period. 


customer over a 5 vear 


Help Customers Maintain 
Service 


This naturally prompts the question 
of how much we should spend to 
minimize or prevent experiencing a 
loss of such proportion. The answer, 
of course, lies with each Company. 
However, it is safe to say that the cost 
of retaining customer usage will be 
only a fraction of what it will cost to 
regain it—particularly if we lose with 
it a large block of our customer good- 
will. 

We might say in conclusion that 
probably despite our best efforts, resi- 
dence usage will shrink during a long 
war period, but that shrinkage will 
come quicker and be much greater if 
we adopt lukewarm methods or cease 
entirely our constructive efforts 
toward maintaining maximum usage 
consistent with war interests. There- 
fore, granting that electric living is in 
the interest of winning the war, our 
problem is to develop ways and means 
to help our customers maintain their 
essential electric service under the re- 
strictions of war 
even 
desirable for the utility to attempt this 
entire job alone. It presents new busi- 
ness opportunities for dealers, con- 
tractors and other industry branches, 
but the utility has a sales job ahead to 
awaken some of these people in time. 
Moreover we must bear in mind that 
in the final analysis the customer will 
place in our lap the responsibility of 
maintaining proper service, including 
his appliances, at least within the re- 
strictions of war. 


It doesn’t seem necessary or 





“Let ‘em 


“Man all stations! Jap cruiser on 
port bow. Range 1500 yards. Fire 
1! Fire 2! Those fish can’t miss!” 

Many of these deadly American 
submarines have equipment made 
of Armco metals. The war uses for 
these special-quality iron and steel 
sheets range from submarines to 
warplanes, from cruisers to combat 
cars, from mess equipment to land 
mines. Practically our entire pro 
duction is going for vital war needs. 


A STANDARD OF LIVING 
WORTH FIGHTING FOR 
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have it!” 


When we've won this hard war, 
the steel in your new car will be 
battle-proved, the sheet metal in 
your washing machine, hot-water 
tank, bathtub and sink will have 
profited from wartime experiences 
and research. You and your chil- 
dren will enjoy an even better 
standard of living in a safer and 


brighter world. The American _, 
Rolling Mill Company, 1171 Cupsis” 


Street, Middletown, Ohio. a 






















50 that 
people 
won't forget 


@ This is the second of a series of 
ARMCO advertisements designed to 
keep electrical appliances in the 
public mind. These advertisements 
are telling more than six and a half 
million people that sheet metal must 
now be used in equipment for sub- 
marines, warplanes, combat cars. 
This one illustrates a washing ma- 
chine as one example of the high 
standard of living you helped to 
create. 


e@ For 28 years ARMCO has told the 
public in general national ‘advertis- 
ing of the basic metal quality of 
appliances porcelain enameled on 
ARMCO Ingot Iron. We are keeping 
on with this advertising because 
when victory comes we want a mar- 
ket ready to buy your products and 
our metals. The American Rolling 
Mill Company, 1601 Curtis Street, 
Middletown, Ohio. 


* 


This advertisement appears in 
these three national magazines: 
Time, April 20 
The Saturday Evening Post, May 2 


American Home, June 
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the price. 


Offices In All 


Principal Cities 





IN THE YEARS AHEAD 
FeO 


lished themselves as the ultimate in 
Quality and Price. In the years to come Quality 
will still be the principal product of the Signal plant 
—each year aiming to make the best product for 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 
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Just Out! 


FLUORESCENT 
LIGHTING 
MANUAL 


By Charlies L. Amick 


Nela Park Engineering Dept 
General Electric Company 


312 pages, 6x9, 217 illustra- 
tions, many tables. $3.00 
CHAPTERS 
1. The Fluorescent Lamp 
2. Auxiliary Equipment 
3. Operating Char- 
acteristics 

4. Installation Hints 

5. Service Suggestions 

6. Luminaire Selection 

7. Fluorescent - lighting 
Design 

8. Color Quality 


9. Fluorescent Applica- 
tions 


10. Lighting Economics 
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How to design, install, and service 






fluorescent-lighting 
systems 








Make sure you get the 


, extra profits promised by 





the growing popularity of 
fluorescent lighting. Here 
is a practical manual covering the subject in all its 
aspects, presented so that anyone can understand it, 
with or without much electrical training. Gives the 
most authoritative information available on construc- 
tion and performance of all types of fluorescent 
lamps, principles and methods of calculating illumi- 
nating requirements and designing luminaires and 
installations, pointers and methods of installing and 
maintaining fluorescent lamps and of locating and 
Includes working data, 


remedying their troubles. 


omparison of cost factors of fluorescent and in 


candescent lighting, etc.-everything to aid in the 


designing, selling, installing, and servicing of efh 


cient and satisfactory fluorescent-lighting systems. 


10 DAYS’ FREE EXAMINATION 





@eeeececeses seeeeee 

+ McGRAW-HILL BOOK CO., INC., 330 W. 42nd St., 

> N.Y. 

& Ser Amick Fluorescent Lighting Manual for 10 day 

H : notior na a In lays “ end 33.00 plu- 

. im book postpaid We pay postage 
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If You Are Planning to Add Furniture 





although it is inclined to buy it for 
bedrooms, for strange 
In the living room it may go for a 
little ornate carving but wants some- 
thing that stands the wear and tear 
of the children. 

Furniture sales talk that dwells on 
style and design is what makes the 
customer’s mouth water. Glib terms 
like Georgian and Hepplewhite may 
not mean a thing to the prospect, but 
they sound important. On the other 
hand, with this 
really closes the deal is the practical 


some reason. 


income group what 


quality of the furniture. 

It likes oak for example, because 
oak does not show scratches. Closely 
related styles such as Sheraton, Hep- 
plewhite and Adam which mix easily 
are also preferred. Early American 
is good at all price levels. Open stock 
fitted to the 
limited space of the appliance dealer. 
income group is not so 
wedded to the thought of having 
everything in terms of suites, or want- 


models are especially 


The lower 


ing everything to match. 


Show Things as They Are Used 


\lways remember that your house- 
wite likes the idea of putting on the 
dog, even though she has a limited 
That is why radio cabinets 
(which one manufacturer said 
designed for the $1 


income. 
were 
down and $1 a 
week trade) are always so big and 
When folks of this income 
group put furniture in the house they 
want to have it reach out and hit you 
in the eye as you go by. 


imposing. 


“It is actually the curtains and bed- 
spreads which sell the bedroom suite,” 
an expert declared, “That firm which 
includes ‘even the pictures on the wall’ 
has something worthwhile, for women 
are color and designminded and these 
little touches make more of an impres- 
sion on them than any price appeal. 
So dress up your store and show things 
as they would actually be used, even 
though you can have fewer items on 
One way a 30-ft. front store 
can be handled is to have a series of 
short partitions against the wall, 
enough to “frame” a section of a living 
room, a bedroom or dining room. Put 
some wallpaper on the walls, run in 
your lamps, get up pictures and cur- 
That will help crystallize ‘de- 
sire in the mind of your housewife 


display. 


tains. 


better than anything else.” 

The tendency is to buy furniture for 
one or two rooms, not the entire house 
What sells 


the woman of the house—who has the 


except in a defense area. 


say-so with furniture, says our expert, 


the way it is displayed. 


\ppliance dealers to date have been 
especially remiss in good displays. 
The stuff tucked into their 
stores like sardines in a can. It is 
far smarter, Says our expert, to set up 
one bedroom complete as it is likely 
to appear, and keep the other furniture 
upstairs if necessary 

How it feels to go to market was 
described not long ago to ELECTRICAL 
MERCHANDISING by A. J. Ostrow of 
Covington, Ky., who several years back 


They have 


MAY, 
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combined furniture with his electrical 
appliance business. “I attended the 
Chicago markets in January, shopped 
34 days and sat down utterly con- 
fused,” he relates. “Everybody’s price 
was different and there were no stand- 
ards in the furniture business as with 
appliances. Finally I discovered an 
old friend who steered me. He told 
me what furniture firms were reliable 
and which ones were not. The busi- 
ness of buying something that does 
not depend on brand names is con- 
fusing. The trouble with furniture,” 
says Mr. Ostrow, “is the fact that it 
has no exclusive features. One buys 
here and fills in there.” 

A start with a grouping of occa- 
sional pieces offers the logical way 
to “walk softly” into the business. 
Small tables, desks, end tables, cock- 
tail tables (formerly called 
tables), card tables all in correlated 
groupings which mean tables that 
match or can be used together furnish 
an ideal initial stock. Put them to- 
gether around an overstuffed chair 
with lamps in arrangements that the 
customer can easily copy. Notify your 
regular customers that you are now 
carrying furniture and you are ready 
to begin. 


coffee 


Go to the Markets 


Take time off this year to go to the 
markets in Chicago and look things 
over. This expert suggests that you 
bring your wife as she knows what 
other women like in your town. The 
truth is, women in this low income 
bracket don’t want to be extremely 
different from other women. They 
like furniture slightly different but 
along the same lines as their contem- 
poraries. If you are curious as to 
what will sell well, check up on the 
“bellwethers” in your town, the 
women that set the styles and learn 
what they have in their own homes. 
The folks that are intent on keeping 
up with the Jones’ are ready for this 
sort of thing. 

At the markets, the dealer has to 
make up his mind that he is now buy- 
ing something that has no. brand 
name as a rule, and has no exclusive 
features. There are two ways of tell- 
ing good from bad furniture. Nearly 
every piece has some routing on it 
where it has been designed and cut 
by machine. On a good piece usually 
this is gone over by hand and sharp- 
ened up. The edges of this engraving 
in wood feels sharp to the finger and 
is easily detected \ second way to 
check furniture is to look in 
the drawers. Well made drawers and 
spots that don’t 
the finish and 
furniture that is 


good 


meet the eye have 
smoothness in good 
impossible in the 
cheap. 

In conclusion: The best 
news now is the fact that 
furniture to be had at the present 
moment and there probably will be 
throughout the war, particularly in the 
overstuffed field. So, go to market 
this time! 


Pp yssible 


there is 
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Appliance Service in Washington 





insert in power company bills, sent to 
50,000 single-family homes stressing 
the need for washer check-up and re- 
pair. Further, the Institute is estab- 
lishing a clearing house for servicing 
calls to be referred to the dealer in the 
neighborhood; and factory or distrib- 
utor service men are being made avail- 
able for service training classes for the 
dealer. Dealers participating in this 
program are assessed $25 for costs—a 
sum which the utility matches on a 
3 to 1 ratio. 


The Oil Burner Program 


As a wind-up, the Electric Institute 
feels that it has an obligation to per- 
form to the 50,000 owners of oil burn- 
ers in the District area. This program 
is taking two forms: An educational 
campaign to the public to get them to 
conserve oil through proper insula- 
tion, adjustment of burners, etc. Sim- 
ple hints on the care of the oil burner, 
much in the manner of the auto in- 
dustry’s campaign to the public on the 
care of their tires and cars, is the 
method. The second phase has to do 
with the training of truck-drivers, yard 
help, salesmen, etc. on simple adjust- 
ments and tests so that the expert 
servicemen may be relieved of the 
routine jobs. On this latter phase, the 
Electric Institute is holding ten ses- 
sions for training the men on the three 
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types of oil burners commonly in use | 

and on control equipment, thermostats, | 

etc. It is expected that between 50 | 

and 100 men will take the course. 
Summary 

With special emphasis on servicing 
of all major electrical equipment in the 
home, the Electric Institute of Wash- 
ington, D. C., according to Jack Bart- 
lett, is finding a new sphere of useful- 
ness to the appliance industry. When 
the programs are all set up and running 
smoothly they will result in the train- 
ing of new men in all branches of the | 
business for service work; the estab- | 
lishment of a clearing house for the 
public’s information on where service 
and parts may be obtained; a direct 
training and educational program to 
the public on the care and use of their 
appliances; the establishment of a 
standard costing form for the opera- 
tion of a service department to insure 
that a profit is made from the busi- 
ness; and the creation of a picture of 
the existing service facilities of the 
city for the full utilization of the equip- 
ment and manpower available to “Keep 
"Em Running”. 

It is a full program and one which 
could only be put in swift operation 
through facilities similar to those of a 
central, organized bureau of the in- 
dustry such as the Electric Institute 
represents. 





Appliance Service in Philadelphia 
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\ typical window display, emphasiz- 
ing the need for adequate care of appli- 
ances was installed in the permanent 
showrooms of the Association and 
many dealers put in windows. News- 
paper columnists took note of the cam- 
paign and wrote it up for their readers. 
The Saturday Evening Post broke a 
campaign advising the public to call 
in a repair man and see that their 
motor-driven appliances were kept in 
working order for the duration. A 
Philadelphia publication, the Post's 
message was highlighted by the Asso 
ciation and reprints of the page ad 
headed “Meet the "Keep ‘Em Going’ 
Man” were sent out broadside. 


Some Results in Business 


Finally, to get a check on the way 
the drive was helping or stimulating 
repair business, the Electrical Asso 
ciation sent out a questionnaire survey 
to a selected list of 74 dealers. No 
figures were available on the amount 
of service business they had done be 
fore the drive started but, inasmuch as 
it has only been under way since 
March, it was decided to keep a check 
on what happened in the months to 
come, 

The first surveys showed that, from 
March 16 to April 11, inclusive, the 
following number of appliances were 
repaired by 97 dealers: 


IE OS 98 
ere at ake le eames 97 
Grills ... Steen Morn l eae 86 
See : pe ae nk iat 1173 
NS re a ee tt RORY 49 
Lamps (floor and table).......... 759 
rn ert eee ee Cee 159 
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Electric Water Heaters 
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New Parts Available 
For Needed Repairs 


NOW, with the shortage of electric water 
heaters becoming more acute, it is advisable 
to keep your customers’ Thermogray heaters in 
efficient operation. Here is an ideal way to 
retain valuable goodwill that will help to bring 
you more profit-producing sales after the war. 

The heavy increase in the use of electricity 
makes it doubly important to keep loads bal- 
anced with off-peak water heating. 
your profitable off-peak load by keeping your 


Protect 





customers’ present water heaters in good work- A war-limited number of 


ing order. 


While Thermogray heaters are designed to 
give many years of trouble-free service, in 


Thermogray Electric Water 
Heaters are still available to 
serve our customers in 1942. 


cases of needed replacements this Company 


can still supply you. 


THERMOGRAY CO. 


W. McKinley St. 


JEFFERSON, IOWA 








FORO PETE Ce 198 | 
Te son cng awe paver eeteewe 3403 | 
EE bcc veh viwbaverkauewanaenwe 237 | 
NE acicddesecnsouens 1124 | 
Raa ae heen 479 | 
Vacuum Cleaners ...............-- 956 
ES oi ocr oncakeaod entre 87 
Washers PAY Reese Le eee 883 
sR errr 13 
Miscellaneous Repairs ............ 676 


. : ; fe 
Four weeks’ repair activity, there- 


fore, by reporting dealers Only totalled 
10,477 jobs. The first two weeks 74 
dealers reported, 97 dealers in the sec- 
ond two weeks. The average repairs 
per dealer in the first period were 26, 
in the second period 33, an increase of 
27 percent. All participating dealers 
did not report, but assuming 33 repairs 
per dealer per week with a total of 176 
dealers now participating, the average 
dealer weekly repairs by the total 
group would be 5808. Another survey 
of 28 dealers, reporting for a ten-day 
period, showed 1,154 repairs for a 
total amount collected of $3,528, or an 
average of $3.06 per repair job. 


That represents the results of the 
first actual check on the volume of | 
repair business being done by dealers 
in the Philadelphia area. Further 
checks will be made from time to time 
to determine just what effect the 
campaign to stimulate this business | 
will have had. 

It was further pointed out, of course, 
that the drive has caused an increase 
in store traffic so that dealers were | 
enabled to make sales of appliances 
they still had remaining in stock—not 
that their shelves are clean yet by 
any means, 
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THE modern design of today’s 
electric ranges requires chrome, 
nickel, copper—in addition to 
large amounts of steel--and not 
a single one of these materials is 
available in sufficient quantities to 
care for consumer demand after 
war needs are supplied. The ma- 
terials Cavalier would have had 
are going to war. Furthermore 
Cavalier's production facilities are 
being devoted to the manufacture 
of munitions themselves, to a con- 
stantly increasing extent. 

Consequently there will be less 
Cavalier Electric Ranges in 1942. 
Our first duty—like yours—is to 


do anything in our power to fur- 
ther the drive for Victory. Busi- 
ness as usual is out for the dura- 
tion, but some future day will 
bring a greater demand than ever 
before for electric ranges. When 
that day comes Cavalier will be 
ready. 


Cavalia 


ELECTRIC RANGES 


& WATER HEATERS 


OF N's Vetta Oloba oleh a-tales al 





Chatt batelesef- & Tenn. 
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WPB-OPA Orders 





facturer to use up in the production of 
electric heating pads any materials, in- 
cluding critical materials, which on 
April 4, 1942, were in his inventory 
and which had been cut, processed or 
fabricated to such an extent that they 
could not practically be used for any 
purpose other than heating pads. 
However, all production of heating 
pads must stop on June 30, 1942, re- 
gardless of whether a manufacturer 
has used up his inventory by that time. 


SEWING MACHINES 


A limited number of sewing ma- 
chines and sewing machine attachments 


may be produced between now and 
June 15, 1942, after which produc- 
tion must cease, WPB_ ordered 
April 25. 


Under the order, manufacturers may 
produce new machines and attachments 
until June 15 at a rate of 75 percent 
of the 1940 rate. Machines completely 
assembled prior to June 15 may be in- 
stalled in cabinets or on portable bases 
after the cut-off date, provided they 
come within the 75 percent quota. 


DIL BURNERS & STOKERS 


WPB on April 15 ordered an end to 
the manufacture of oi] burners and coal 
stokers for residential use after May 
31, and limited the production of com- 
mercial and industrial types to orders 
bearing a preference rating of A-10 or 
better. 

These actions, supplementing a re- 
cent cut in furnace production, were 
embodied in Limitation Orders L-74 
(oil burners) and L-75 (coal stokers), 
both effective on April 15, 1942. 

The segregate burners and 
stokers according to capacity. The 
larger ones in each case are those com- 
monly used for industrial purposes, 
while the smaller ones normally are 
residential types. 

The terms of both orders establish 
these limitations : 

1. Beginning April i5, no person 
shall produce, fabricate, or assemble 
any Class A oil burner or coal stoker 
except to fill an order with an A-10 or 
higher rating. 

2. For the period April 1 to May 31, 
fabrication or assembly of Class B oil 
burners or stokers must not exceed vz 
of the production of these types during 
1941. 

3. After May 31, 1942, no person 
shall produce, fabricate, or assemble 
any Class B oil burner or coal stoker. 

The manufacture of replacement 
parts for all types of burners and stok- 
ers is specifically permitted by the two 
orders. 


HEATING APPLIANCES 


The War Production Board on 
March 30 ordered manufacturers of 
electrical appliances to discontinue at 
once the use of certain critical mate- 
rials in the manufacture of a long list 
of electrical appliances commonly found 
in American homes. 

After May 31 they must halt produc- 
tion of all appliances except to fill or- 
ders or contracts bearing preference 
ratings higher than A-2. 


orders 


CONTINUED FROM PAGE 12 





The production of replacement parts 
is not affected. 

The order applies to the following 
electrical appliances with a rated elec- 
trical capacity up to 2,500 watts, or 
powered by an electrical vibrator or 
electrical fractional horsepower motor : 

3iscuit and muffin bakers, bottle warm- 
ers, bread toasters, broilers, casseroles, 
chafing dishes, cigar and cigarette lighters, 
clothes dryers, coffee makers, corn pop- 
pers, curling irons, deep fat fryers, double 
boilers, dry shavers, egg cookers, fan type 
heaters, fans, flatirons, food and plate 
warmers, food mixers, griddles, hair clip- 
pers, hair dryers, hotplates and disc stoves, 
immersion heaters, juice extractors, mas- 
sage vibrators, neckwear and _ trouser 
pressers, ovens, pads and blankets, per- 
colators, portable air heaters, roasters, 
sandwich toasters, smoothing irons, table 
stoves, tea kettles, tea tables, unit radiator 
heaters, urns, vaporizers, waffle irons, 
water heaters, and whippers. 


RETAIL PRICES 


Retail prices of 44 common electrical 
household appliances, ranging from 
curling irons to toasters, last week were 
ordered frozen by the Office of Price 
Administration at leveis no higher 
than those in effect on March 30. 

The temporary maximum price or- 
der applies also to wholesalers and 
manufacturers and was to become ef- 
fective April 7, Acting Administrator 
Hamm announced. 

“Rationing of these article is not 
now contemplated,” he said. Sufficient 
stocks are in distributors’ hands or in 
the process of manufacture to last 
through most of this year, it is believed. 

The ,temporary ceiling will apply 
until June 5 unless superseded early 
by a permanent schedule of maximum 
prices. 

Under the temporary maximum price 
regulation for domestic electrical ap- 
pliances, sellers may continue to pass 
on the Federal manufacturers’ excise 
tax, OPA announced April 10. 


RADIO 


At or before midnight April 22 the 
major part of the country’s radio in- 
dustry stopped production of radios 
for civilian use in order to make its en- 
tire facilities available for war work. 
The remainder of the industry will 
wind up its operations within a few 
weeks. 

Thirty of the 55 companies produc- 
ing civilian radios ceased putting sets 


into production when the deadline 
fixed in WPB order L-44-a was 
reached. Two other large companies, 


RCA and Philco, each operating sev- 
eral plants, shut off civilian production 
at midnight in plants representing more 
than 80 percent of their total produc- 
tion. These 32 companies already have 
war contracts totaling $780,000,000, 
representing 87 percent of all the war 
contracts let so far to the radio in- 
dustry. 

The remaining 25 companies were 
given additional time, ranging from 1 
to 6 weeks, to produce additional sets in 
order to facilitate their program of 
conversion to war work, as provided 
for in L-44-a. Half of the approxi- 
mately 410,000 sets to be produced 
after the shutoff date will be reserved 
for export to friendly nations. 
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HY let restrictions on ma- 
terials and manufactured 
items continue to cut the in- 
come and destroy the morale 


P Fe 

wo pcead “ar of your sales force? Put them 
rbing spring to earning good commissions 
+ posposage Maca for themselves and profits for 


soar you with Coolair! Other deal- 
ers from coast to coast have 
solved the problem of meeting 
today's difficult selling condi- 
tions by pushing Coolair Commercial and 
Industrial Exhaust Fans. 

War production plants, factories producing 
civil needs, wartime housing projects, and 
every civil necessity service, 
business and operations such 
as hospitals, laundries, trade 


Name 
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I 

| . Address 
! Golair City 

1 \ and ‘G 
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Manufacturers . 


A Mail an 


Please rush me the new Coolair Industrial 
Bulletin and complete dealership information. 


Cc La JAMERICAN COOLAIR CORPORATION 








Let ‘em make their quotas in this great 
new field of unlimited sales opportunities! 


schools, bakeries, hotels, recre- 
ation halls, theaters and res- 
taurants have priority ratings 
and are ready prospects for 
Coolair Fans 

Don't let delayed deliveries 
trim your sales WRITE TO- 
DAY for the new Coolair In- 
dustrial Bulletin. It shows 
Coolair Fans at work and de- 
scribes the full line, graphical- 
ly illustrating your opportuni- 
ties with Coolair 


COOLAIR Twin-Unit FAN 


ngle motor, Wid 


State 


JACKSONVILLE, FLORIDA 
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Refrigeration 


and Farm Diet 


nif ¢ 9 i 

ly wht ol asa 

FT reserving milk and 
t 1 1 can be 1 


( ile iT 1¢ 
family I iccepte l 
itional die is a whole are 
e, but it is | vell known tha 
r iade by e Home Ee lICsS 
Burea f the | S. Department ot 
\griculture show tl less than 50 
cent of farm homes enjoy a diet 
s provided with adequate pro 

ins, minerals and vitamins \ 
¢ urvey t 46.000 Texas families 
‘presented home demonstration 
groups revealed the fact that 55 pet 


it ot them were undernourished. In 
connection with these figures, Direc 
or H. H. Williamson of the Texas 
Extension Service made the statement 


that to supply all of the farm families 


in Texas alone with balanced 


diet, the 


1 proper 
tollowing quantities of food 
must be added tn addition to the pres 
ent ¢ million gallons 
ot milk, 8 million pounds of butter, 18 


million dozen eggs, 80 million pounds 


msumption: 40 


ot citrus fruits and tomatoes, 200 mil- 


lion pounds of green and yellow vege 
tables and million 


thirty pounds of 


meat and poultry There is also a tre 
mendous shortage in the consumption 
the 


These figures apply_to 


of fruits and berries by average 
farm family 
Texas alone If they were extended 
to include the entire United States, the 
quantities of tood involved would be 
tremendous 

\ little consideration will show that 
tor 


mineral 


tne reason 


and 


this shortage of vita 
foods in 


tarm diets is due to the fact that, while 


producing 


there 1s apt to be a surplusage during 
the season when farm products ma 
ture there ire no general facilities 
vailable for carrying products over 
flor use during other months Can 





pickling and drying can be used 


ung, 
to preserve certain types of foods for 
indefinite periods, but usually there is 
flavor 


important min- 


considerable and 


| + | 
1Oss iT color, 
te for | 

exture in Many cases 


erals are lost and there is usually an 
ilmost total loss of vitamins. Refrig 
eration 1s the only available means at 
present for preserving our food sup 
ply i ipprox tely fresh condi 
ti 

I | Montfort, research issociate 


ng De- 


partment of the 1 & M ( ollege ot 


gricultural Engineeri 


eCxXas Na ne considerable research 
in tl ie role of refrigeration in remedy 
ng the detects of farm diet in Texas 
From his studi he recommends the 
adoptio t low temperature rental 
locker systen x home equipment for 
the quick freezing of farm products 
and their preservation over long pe 

xls of time, supplemented by domes 
tic retrigeration facilities which will 
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lockers to 


ible the food taken trom 
1 until consumed. 


Northwest and the South- 


west have been progressive in adopt- 
ing this adjunct to farm needs In 
August, 1940, over 300 locker plants 
were in use in the state of Washington 
ilone According to Mr. Montfort, 


the Southwest now has 200 such plants 


serving 65,000 families, 120 of them 
in Texas, with 25 more under con 
struction. He estimates that there is 


1 possible field for the development of 
388 plants of 300 lockers each in Texas 
alone. In order to properly serve diet 
needs they should provide a 


1,000 Ibs. o1 


storage 


about 


space ot 


more per 
tamily yearly. 

Moreover, to make proper use of the 
locker plant, home refrigeration must 
also be available. “Frozen foods after 
thawing deteriorate more rapidly than 
the fresh products,” he points out 
“The presence or absence of good re- 
frigeration facilities at the farm will, 
therefore, have an important influence 
on the extent to which services may 
Without re- 
frigeration more frequent trips to the 
locker plant would be required, “‘there- 


be econ ymically used.” 


by increasing the cost of service.” 


“Good home 


refrigeration equip- 
ment, is important,” he adds. “For- 
tunately developments within recent 


rapidly making good re- 
frigeration equipment available on the 
farm. The cost of buying and operat- 
ing mechanical refrigerators . . . has 
been drastically reduced within recent 
years. Use of this equipment by farm 
has tremendously 
in the past ten years and will likely 
expand at a higher rate in the future. 
Electric service is now available to 
100,000 farms in Texas. In 
where electric service has now 
much as two 
years, more than fifty per cent of the 
farms are using household refrigera- 
tors 


years are 


families increased 


nearly 
areas 
for as 


been available 


Addressing a class for locker opera 
tors held in the spring of this year, 
he pointed out that practically all 1941 


model refrigerators feature oversize 
freezer compartments which will hold 


a several day supply of frozen food in 
until it 
sumed conveniently. Household refrig- 
erators with low temperature compart- 


good condition can be 


con- 


ments of from one to six cu. ft. capac- 


available from several 


and 


itv are now 
manutacturers 


} 


serve a_ special 


farm use Dy permitting home storage 


of a couple of weeks supply of frozen 


food in 


good variety, thus reducing 


costs by saving trips to town. 
It has been variously estimated that 
Irozen storage for the preservation 


t the farm food supply for a family 
of five is worth from $50 to $100 per 
vear. It that in 
the safeguarding of health it affords 
through improvement in diet 


is worth more than 
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